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Gladys the beautiful reception- 
ist says the war must be nearly 
over, all the girls with boy friends 
in the service are now starting to 
take cooking lessons. 


7, ee 
The Dallas News says Rube 
Waddell’s feat of calling in his 


outfielders and then striking out 
the side “wasn’t sound planning.” 

Any plan is sound if you can 
make it work as well as Rube did. 


a ee: 


J. Caesar Petrillo’s union insists 
that “technical or musical skill is 
required in turning records,” and 
maybe it won’t be long now before 
the dial-twisters, too, are invited 
to join the AFM. 


FF. % 


General Mills’ appliance busi- 
ness is to be decentralized and 
self-sustaining, R. E. Imhoff says. 
You mean their gadgets won’t be 
given away as premiums with 
Wheaties? 

v v v 


ADVERTISING AGE says there are 
just four newspapers in the United 
States which don’t accept cigaret 
advertising, but do you suppose 
their advertising managers refuse 
to accept cigarets? 


, i i 


The Saturday Home Magazine 
t the New York Journal-Ameri- 


an and the Chicago Herald- 
American is featuring Varga’s 
paintings, but somehow or other 


they don’t seem to have the old 
Esquire touch. 


7, |. 


Small cigaret companies object 
to calling the big five the “popu- 
lar’ brands, and a large part of 
the smokers may soon be deciding 
that they’re right. 


~ FF ¥ 


Orbit, Wrigley’s wartime version 
f its spearmint chewing gum, is 
reported by the research experts 
to be doing all right on the vend- 
ng machine circuit. 


7, V 


_ The Hartford Courant pictures 
A~] ’e, advertised in its col- 
imns, away up in the clouds with 
1 juicy beefsteak, which is just 
where most consumers are finding 
t these days. 


—  -e ? 


The Society for the Prevention 

of Disparaging Remarks about 
>rooklyn finds that the borough is 
andered or libeled a couple of 
Ousand times a year. And Noel 

rd claims to be original, too. 


, = & 


I Philadelphia Inquirer says 
U iefest bulletin in a news- 
vill find a new job, a maid, 
, customer or lost posses- 


still possible to get maids 
iy in Philadelphia? 


> 


e the reason Vimms is 
g Sinatra is because the 
radio boys kept telling 
dy how little Frankie’s 
e had been improved by 
tablets. 


, @ 


mnthly trade paper looking 
men says they must know 
and food accounts. They 
all qualify on the basis of 
personal investigation. 


Copy Cus. 


oon 
Two important announcements by 


COLCOMBET 


ines. 


(Tw S 


So 


Advices from France indicate that the famous Colcombet. 
cellars, stocks and facilities are intact. Shipments to this 
country will be resumed as soon as shipping space 
becomes uvuilable 


The operations of the California Colcombet winery, estab- 
lished after the fall of France, will be continued. We 
will continue therefore, as in the past, to supply our 
friends with the celebrated Colcombet California Wines 
But we hope the’ within a few months Colcombet Wines 
will again be available in the French bottling as well 


cocousey pnines ' 
<= 


COLCOMBET CELLARS 
— 


sahacionnatens << ~ ot 
FRENCH IMPORT—Wine Shippers’ 


Import Corp., New York, used New 
York dailies to announce that the Col- 
combet wine cellars in France have sur- 
vived the war intact and that shipping 
to this country will be resumed as soon 
as shipping space is available. E. T. 
Howard Co., New York, is the agency. 


Point of Purchase 
Study Launched 
by ANA Group 


New York, Dec. 7.—Association 
of National Advertisers has formed 
a display committee, headed by 
George Phillips, advertising man- 
ager of Cluett, Peabody & Co., to 
work with the 
Point of Pur- 
chase Advertis- 
ing Institute, 
New York, in 
developing are- 
search program 
into the values 
of the display 
medium. 

“Although 
point of pur- 
chase advertis- 
ing is estimated 
to be a $300,- 
000,000-a-year medium, and some 
major advertisers spend as much 


George Phillips 


as 25% of their appropriations 
for display materials and _ in- 
stallation,”’ said Paul B. West, 


ANA president, “the present facts 
and future potentialities of point 
of purchase advertising have not 
to date been analyzed nearly as 
well or as thoroughly as the fac- 
tors regarding most other major 
advertising media. The appoint- 
ment of this committee is indica- 
tive of the need for and impor- 
tance of this project.” 

Besides Mr. Phillips, these dis- 
play committee members have 
been appointed: John Alden, Nor- 
wich Pharmacal Company; L. F. 
Bonham, Mennen Company; Roger 
H. Bolin, Westinghouse Electric & 
Mfg. Company; Felix Coste, Coca- 
Cola Company; Gene Flack, Loose- 

(Continued on Page 61) 


Small Business... 


faces tax eclipse. See) 


Editorials, Page 12. 
| Other features: 
| Ad-libbing 12 | 
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| Postwar Planning 50 
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Rough Proofs 1 
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FIC Will Probe 
Mysteries of 
Cigaret Shortage 


Washington, Dec. 6.—The FTC, 
operating in the unaccustomed 
glare of nationwide publicity, be- 
gan to dip dubiously into the 
cigaret shortage today, not at all 
sure that its studies will uncover 
violations of the anti-trust laws 
or any of the other statutes the 
Commission is expected to enforce. 

Despite widely disseminated re- 
ports to the contrary, the Commis- 


Movie Industry Optimistic 
Over Postwar ‘Telecine’ 


White Owl Cigars 
now 2 for 15¢ 


* 


sion investigators have no Siptee. aS. ere 
dence or indication at this poffitdes. @ SSeS BSElES 
that business irregularities wets ~ al epalp ca Seer Tae aloes 
contributed to the scarcity Odense eT 
smokes. =< io 

Probably the most sig Fad ha 


information reported here nk 
week were figures released Jy 
Bureau of Internal Revenu 
ing a sharp decline in October 
production of _cigarets for the 
home front cofffpared with Octo- 
ber of last year or September of 
this year. 

Meanwhile, a public hearing on 
the cigaret shortage was ordered 
by the Senate war investigating 
committee with War Department 
officials, tobacco manufacturers 
and distributors scheduled to ap- 
pear. In calling the hearing, Sen. 
James M. Mead, chairman of the 
group, said that he was satisfied 
that requirements of the armed 
forces precipitated the shortage, 
but that witnesses would discuss 
distribution of domestic supplies, 
and the problem of further in- 
creasing production. 

The Internal Revenue figures 
show that there were 16% fewer 
cigarets for the home front this 
October contrasted with a year 
ago. Reports from government 
sources for the first nine months 
of 1944 indicated the home front 
had only 3% fewer cigarets than 
in 1943 during that period. 


Hit All-Time Highs 


During 1944 cigaret production 
has mounted to all-time highs, so 
that despite heavy withdrawals for 

(Continued on Page 60) 


COSTLIER WHITE OWLS—To an- 
nounce OPA authorization of increase 
ice of White Owl cigars from 6 
cents to two for I5 cents, General 
Cigar Co., New York, ran this large- 
space, one-time shot in about 30 news- 
papers of larger cities, through J. 
Walter Thompson Co. 


Bedding Group 
Expands Retail 
Promotion Drive 


Chicago, Dec. 7.—More than 600 
representatives attending the 29th 
annual convention of the National 
Association of Bedding Manufac- 
turers here this week received 
assurances from L. G. Koch, 
NABM president, that it is begin- 
ning an aggressive nationwide 
promotional effort to help retailers 
sell bedding. 

He announced that the campaign 
would be directed by H. J. Klee- 
fisch and H. P. Simons, sales di- 
rector and merchandising man- 
ager, respectively, of the newly- 

(Continued on Page 57) 


Last Minute News Flashes 


Coca-Cola to Spend $12,000,000 Next Year 

New York, Dec. 8.— Advertising plans of Coca-Cola Company for 
1945 will not be affected by reports of an increased sugar shortage 
and by new allotments to industrial sugar users, to be announced 
soon by War Food Administration, said Felix Coste, Coca-Cola’s vice- 


president in charge of advertising. 


The company will spend about 


$12,000,000, of which about $9,000,000 will be in radio, magazines, out- 


door and 


newspapers, through D’Arcy Advertising Company, 


and 


$3,000,000 for displays and promotional material. 
Publishers’ Group Continues Salvage Efforts 


New York, Dec. 8. 


Because of continuing sharp decline in waste 


paper supplies, the Periodical Publishers National Committee will re- 


view its paper salvage activities at the request of WPB. 


same setup which functioned so successfully in drives earlier this year, 


PPNC’s waste paper salvage division, under supervision of Arch Craw- | 
ford, managing director, requests more than 1,000 advertising and| 
circulation salesmen in the field to remain “on call” to undertake any 


tasks WPB suggests. Among first 
number of communities observing 


objectives will be to increase the 
the “paper holiday” plan. 


Robert Lusk to Rejoin Benton & Bowles 


New York, Dec. 8. 


Robert E. Lusk, recently partner in Pedlar, Ryan 


& Lusk, and previously vice-president in charge of advertising and 
merchandising for Colgate-Palmolive-Peet Company, will rejoin Ben- 


ton & Bowles Dec. 15 as vice-president and account executive. 


Mr 


Lusk was a member of B&B for eight years prior to 1941. 


Named Senior Johns-Manville Ad Manager 
New York, Dec. 8.—Reginald L. Johnson has been appointed senior 


advertising manager of Johns-Manville Corporation. 


He will 


act as 


assistant to the vice-president in connection with all activities of the 
advertising and sales promotion department. 


Using the | 


Film Makers Plan to 
Develop Own Segment 
of Television Field 


BY JAMES McGUINN 


Chicago, Dec. 7.—The growing 
belief that the motion picture in- 
dustry will play an important part 
in the development of television 
was further substantiated this 
week in disclosures to ADVERTISING 
AGE by executives in business who 
are looking forward to the advent 
of commercialized television. 

Important points brought out in 
their reports include assertions 
that the advertising potentialities 
of radio will be more than doubled 
by television; the briefer and more 
effective use of television as an 
advertising medium will offset its 
higher operating costs; and na- 
tional advertisers who have been 
using movies for advertising can 
adapt their messages to television 
with little alteration. Use of a 
new name—telecine—has been 
suggested for movie - produced 
television. 

Ralph B. Austrian, executive 
vice - president, RKO Television 
Corporation, New York, declared: 
“While television is generally re- 
garded as primarily the concern 
of radio broadcasting companies, 
it is most definitely a field which 
will not be ignored by the motion 
picture industry. 


Techniques Are Important 


“It is believed that the most 
suitable types of television pro- 
grams, as they are evolved through 
experience, will be far different in 
character from the feature motion 
pictures created in Hollywood for 
theater exhibition. In the evolving 
of such programs, however, mo- 
tion picture techniques may play 
an even greater part than existing 
radio techniques and the use of 
film will probably be more im- 
portant in television broadcasting 
than the electrical transcription 
disc is today in radio.” 

Mr. Austrian said that in the 
past few months many inquiries 
have been received from advertis- 
ing agencies and prospective tele- 
vision station operators who are 
uncertain how to program their 
stations in the early days. He said 
it was natural for them to turn 
to the movie producers, who have 
over 50 years’ experience in pro- 
viding visual entertainment for 
mass audiences. 

He said that one of the objec- 
tions raised against television’s 
being handled by the movie men 
is that the new medium must 
comport itself for the family trade. 
He asserts, “Any good showman 
knows that a burlesque show is 
all right perhaps on Broadway and 
42nd St., but not for a home on 
the prairies of Kansas, or in plenty 


| 


of homes in New York City for 
that matter.” Mr. Austrian said 
the movie people are well versed 
in the art of previews and will 
lapply their experience in this 
phase of the art to television 
“something the producers of tele- 
vision program to date have 
steadily neglected.” 
‘Immediacy’ Not Vital 

He declared that any objection 
to television on films because of 
its lack of “immediacy,” could be 
answered by the thousands who 
attend motion pictures daily know- 
ing the live action took place 
|many months previously. To the 


‘argument of the high cost of pro- 
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grams on films, Mr. Austrian 
answered, “Some radio programs 
today cost from $10,000 to $25,000 
for a 30-minute period. That’s a 
range of from $300 to $600 a min- 
ute. We could supply film shows 
for that much and less —and, of 
course, more.” He emphasized that 
installation and operation of a 
television station will be higher 
than that of a radio station, but 
said, “A message or an advertise- 
ment can definitely be put across 
in much less time than it takes 
via radio. That will offset the 
higher costs.” 

RKO’s television plans include 
syndicated programs to be avail- 
able as soon as station construc- 
tion permits, Mr. Austrian said. 


To Use Spot Telecasting 


He believes the advertising dol- 
lar will be nore carefully scruti- 
nized in the postwar period. “Na- 
tional advertisers will not be so 
ready to buy a 15-minute or half- 
hour spot on a network between 
the east and the west coasts and 
perhaps be in competition with a 
top-rating program carried by an- 
other network or face a three-hour 
time differential,” he declared. 

“Advertising managers and 


market analysts will lean heavily 
on the spot type of telecasting. 
They will pick markets in the 
order of their desirability, concen- 
trate their appropriations on se- 
lected territories and make it a 
point to cover them at the best 
possible hours. Perhaps’ they 
might even give a repeat show.” 

Of the simplicity of station 
operation in handling programs on 
film, Mr. Austrian said, “A large 
motion picture company can ar- 
range with the advertising agency 
for whom it functions to supply 
identical prints of a program to 
any number of television stations 
throughout the country, or, for 
that matter, the world. It would 
do this precisely as it supplies its 
regular motion picture film, on a 
day-and-date basis. This would be 
done through its nationwide net- 
work of film exchanges.” 

Mr. Austrian asserted that pub- 
lic relations via television opens 
a vast new field of enterprise, 
since the theater screens are largely 
closed to the advertising or busi- 
ness propaganda film. He said, 
“People do not wish to buy propa- 
ganda or advertising when they go 
to the theater. Now, with televi- 


sion, the home screens of the 


'TELECINE' IN ACTION—Directing a "telecine'’ episode for future package 

delivery to the nation's television stations, Patrick M. Cunning (second from 

right) gives silent directions from in front of the camera. Mr. Cunning, former 

movie actor and producer, is president of Studio 8, Independent West Coast 
television production studio. 
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| world will be open to the public 
|relations message.” He brought 
out the fact that by dubbing in 
translations of films that are di- 
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You reach the EAST—NORTH—CENTRAL’S 
wealthiest . . . most balanced market 


It’s thru The News that you'll reach 


them! 


It’s thru The News that they'll buy 


your product! 


The News, with its 95 % home delivery 
—blankets the 33 rich counties sur- 
rounding Indianapolis, 
60% of Indiana’s buying power is con- 


densed. 


A year-round active buying territory, 
it contains one and three-quarters of 
a million people with an EFFECTIVE 
BUYING INCOME OF OVER ONE 


DOLLARS . 


AND A QUARTER BILLION 


Seventy-five years ago this month the 


great-grandparents of these millions 


in which over 
dom. 


the job. 


began reading The Indianapolis News. 
Long ago this great daily became an 
intimate part of family life in Hoosier- 


Your present, or postwar, product is 
effectively presented “Thru The 
NEWS” and... The News alone does 


The INDIANAPOLIS NEWS 


The Great Wooster Daily, Alone, Does the Gob 


FIRST in daily circulation . 


lineage. . 


. . FIRST in advertising 
. FIRST in the Hearts of Hoosierdom 


DAN A CARROLL. 110 E. 42nd St., New York 17 
J. E. LUTZ, Tribune Tower, Chicago 11 


JOS. F. BREEZE, Advertising Director 


rected at foreign markets, televi- 
sion programs could be packaged 
for export to all parts of the 
world. He believes this will en- 
able giant corporations whose 
scope is worldwide, to reach via 
television, “not just millions in 
this country and other English 
speaking countries, but the billions 
living in other lands.” 


Cunning Is Optimistic 


The advertising potentialities of 
radio will be more than doubled 
through the use of “telecine’”’ or 
motion picture-produced television 
shows, Patrick Michael Cunning, 
a leading West Coast independent 
television producer, told Apv=rRTIS- 
ING Ace. Mr. Cunning operates his 
television studio, known as Stage 
8, on Sunset boulevard, Holly- 
wood, Cal. A pioneer in television 
production, he was an actor and 
producer of films at Fox Studios 
before producing television shows 
for the Don Lee-Mutual Broad- 
casting System, Los Angeles. He 
established his own company in 
1941. 

“After considerable experi- 
mental work along lines of televi- 
sion advertising productions, I feel 
that shows will average 15 min- 
utes in length, and much in the 
fashion of radio, will cover all 
phases of radio entertainment— 
comedy, drama, music, etc.,” Mr. 
Cunning said. “Commercials, in 
all probability, will be used at the 
start and finish of each program. 


Stresses Use of Color 


“Tt will be practical to produce 
a ‘live action’ quarter-hour show 
for between $2,000 and $10,000. 
Telecine programs will run from 
$15,000 to $20,000 in costs, I esti- 
mate. In the latter type of pro- 
duction, the advertiser will be in- 
volved in costs somewhat similar 
to that of motion picture produc- 
tion. 

“As television comes of age, 
color is bound to become an im- 
portant element, although at the 
moment it has only been used to 
a minor degree, especially in the 
Fast. 

“Televised shows will be seen in 
the nation’s homes via a tube ar- 
rangement, with part of the re- 
ceiving set acting as a screen. As 
at the present time, the- average 
screen will permit pictures about 
10 by 12 inches. 

“The literally fantastic advertis- 
ing potentialities of radio will be 
more than doubled by television,” 
he declared. “When you augment | 
high-caliber audible entertainment | 
with visual entertainment, you are | 
certain to attract vast audiences 
hitherto beyond reach of the ad- 
vertiser.” 

Mr. Cunning also envisages cir- 


cuits of tele-stock companies or- 
ganized to provide “live action” | 
shows for stations in all parts of | 
the country. Each unit will con- 
sist of between five and 12 players, | 
all expert in working together | 
with speed and harmony. He is| 
planning his own tele-stock com- 
panies now, to begin operations 
shortly after the war in Europe 
ends. 


J. Don Alexander, president, 
Alexander Film Company, Colo- 
rado Springs, Col., believes the| 


beginning of television will be 

assisted largely by the production 

and broadcasting of short length | 
(Continued on Page 58) 
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Proprietary Grow 
Does $7,750,000 


Annual Research 


New York, Dec. 6.—The aq 
aged medicine industry is spe qj, 
more than $7,750,000 annually ; 
research to prevent and tres qj. 
ease and to “safeguard the {.m)j, 
medicine chests of Amer ica: 
Maurice Mermey of Baldwin ; 
Mermey, public relations coyns 
to the Proprietary Association o 
America, told the group’s scientig, 
section here today, in presenting 
results of the first survey of th: 
work. 7 

The 220 association members 
estimated to represent 85% o 
total sales of proprietary product 
—were surveyed. Responses wers 
received from about 50%. Report: 
of larger companies were segre. 
gated, and the remainder ayer. 
aged. Thus, Mr. Mermey ex. 
plained, the findings are belieyeg 
to reflect an accurate picture of 
the research expenditures, fagjjj- 
ties and personnel of the entire 
membership. 

Expenditures for control labora. 
tories and testing in 1944 were 
estimated at $1,750,000; for prod- 
uct study and development, $5,- 
000,000, and for fellowships, grants 
and other research, $1,000,000, 

Members, it was found, maintai; 
100 research laboratories for de. 
veloping new medicines and 295 
control laboratories. In additior 
to their direct research activities, 
the companies contribute to the 
support of such cooperative re- 
search undertakings as the Insti- 
tute for the Study of Sedative and 
Analgesic Drugs. The laboratories 
are staffed by 750 specialists 
chemists, physicians, pharmacolo- 
gists, bacteriologists, etc. 


Unauthorized Strike 
Halts St. Louis Papers 


An unauthorized strike by paper 
handlers forced suspension Dec, 7 
of all editions of the St. Louis 
Globe - Democrat, Post - Dispatch 
and Star-Telegram, and the walk- 
out, involving renewal of the con- 
tract with the St. Louis Newspaper 
Publishers’ Association, was still 
in effect at press time. 

Station KSD, owned by the 
Post-Dispatch, and KXOK, oper- 
ated by the Star-Times, canceled 
regular programs to offer listeners 
news, editorials and comics from 
the dailies. 


Starts Radio Firm 


Adam J. Young Jr., former vite- 
president and sales manager 0 
Joseph Hershey McGillvra, Inc, 
New York radio station represen- 
tative, has opened his own radio 
representative firm, Adam J. 
Young Jr., Inc., at 11 W. 42nd St, 
New York. He expects to open 4 
Chicago branch about Dec. 15, and 
will announce station clients 
shortly. 
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& REENWICH, CONN. 


LEADS 
the Nation in 
Food Store Sales 


(Per Capita) 


Greenwich is FIRST all the \ *y! 
FIRST in Per Capita Incon 

FIRST in Per Capita Retail —!¢* 
FIRST in Per Capita Auto ies 
FIRST in Per Capita Appare! »*!* 


This “A” Market Deser ° 


an “A” Schedule 


Greenwich Tie 


AN A. B. C. NEWSPAP! 
Often called: “The Best Su 
Daily Newspaper in Amé 
Nationally Represented B 
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ALTER CLYDE DAVIS. Embezzle- 

ment. Rewards: Authorities $1,000 
True Detective Mysteries, $100. Age, 5h 
height, 5 feet 10 inches; weight, 170; com- 
plexion light or sallow; hair, dark brown, 
slightly bald in front, thin on top; stoop- 
shouldered; very quiet mannered; prob- 
ably well dressed; scar on index finger, be- 
hind nail; carries cane when walking; high- 
ly nervous. As president of Colorado 
Springs Building and Loan Association, em- 
bezzled over a million dollars from de- 


positors, mostly poor people. Jf locate®, 
arrest, hold and wire Chicf of Police H. Dx. 


Harper, Colorado, Springs. Colorado. 


CFAD 


coe 
If your wife were your widow and hard put 
to it to make ends meet—Walter Clyde Davis 
would have appeared as a godsend to her. 

For that is how he appeared to thousands 
of the poor and widowed of Colorado Springs 
...until he disappeared with a cool million 
of their hard-earned savings. 

Thousands of ‘‘Wanted for Embezzlement’’ 
circulars flashed his sleek description the 
country over. But the months went by— 
and the poor got poorer. 

Then, in the “Line Up” of one magazine 
of Macfadden Men’s Group (see left) his 
face appeared again. Forty-one days later 


DDEN MEN'S GROU 


E MEASURE OF A MAGAZINE’S WORTH 


Desai cs. tanel 


a reader saw him; Davis was arrested; 
committed suicide the next morning in his cell. 

The fact that he met a well-earned end is 
far less important to the editors of these 
magazines than the larger fact that hundreds 
of thousands of embezzled dollars were re- 
covered, restored to the poor and widowed 
of Colorado Springs. 

And this is but one of thousands of inci- 
dents that explain the influence of the 
magazines of Macfadden Men’s Group over 
its audience. That influence is an inseparable 
part of the advertiser’s franchise in True 
Detective and Master Detective. 


TRUE DETECTIVE 
MASTER DETECTIVE 


ITS HOLD ON ITS READERS AND ITS VALUE TO SOCIETY 
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Ford Plans Annual 
2 Million Car Goal; 
New $800 Model 


New York, Dec. 7.—Postwar 
plans by Ford Motor Company, 
Detroit, to manufacture 2,000,000 
motor vehicles a year and to in- 
troduce a new model car costing 
less than $800 f. o. b., Detroit, 
and deluxe models including a 
redesigned light Mercury, a new 


Lincoln, and dropping of the 
Zephyr line, were revealed here 
yesterday by Henry Ford II, ex- 
ecutive vice-president, at Ford’s 
eastern regional sales conference. 

Three months after automobile 
manufacturers are allowed to re- 
sume car production, Ford expects 
to start “face-lifting’”’ 1942 models, 
which will be off the assembly 
lines one year later. The new 
Ford, 400,000 of which will be 
made in the first normal postwar 
year, will be “a full-sized automo- 
bile with all the built-in conveni- 


light Lincoln, an improved heavy | ences,” Mr. Ford said, and will be 


constructed of aluminum wherever | 
possible. 

The car “will run 28-30 miles | 
on a gallon of gasoline,” he added. | 
No functional changes, except a/| 
redesigned engine, from the °42) 
models are contemplated, but the | 
first cars “may contain a few im- 
provements.” 


Briggs Joins JWT Trade 
William Briggs, formerly on the 
copy staff of Fuller & Smith & 
Ross, New York, has joined the 
trade department of J. Walter 
Thompson Company, New York. 


Advertising Age, December {| 


Connor with R&R 


Joseph E. Connor has joined 
Ruthrauff & Ryan, New York, in 
a food merchandising capacity. He 
was formerly with Hills Brothers 
Company and George Nowland 
Corporation, both of New York. 


Names Simmonds Agency 

H. Wenzel Tent & Duck Com- 
pany, St. Louis, has appointed 
Simmonds & Simmonds, Inc., Chi- 
cago. Radio, farm and trade pub- 
lication and direct mail plans are 
being made. 


Railway Age ¢ 


Railway 
ngineering 
Maintenance 


WRITE FOR YOUR 


COPY OF THIS ANALYSIS 


pe OF THE — 
_—— 


POST-WAR 
RAILWAY 
MARKET 


UTURE business possibilities for 


manufacturers in the giant railway 


industry are 


analyzed in the booklet 


shown at left —a detailed study of 


the post-war outlook in every branch 


of railroading. 


This appraisal of post-war conditions 


and opportunities in the railroad field 


If you 


Railway 
Engineer 


_ We 


has been made by the editors of the four 
Simmons-Boardman railway publica- 
tions. Their findings, embodied in this 
booklet, ““The Post-War Railway Mar- 
ket for Manufacturers,” add up to a 
tremendous buying potential. 

Always one of America’s basic indus- 
tries, the railroads are planning exten- 
sive programs of repair, renovation and 
modernization after the war. 

To every manufacturer who considers 
including the railroad industry in his 
plans for post-war selling, this booklet 

will perform a valuable service. 


have not requested your 


copy, write today to our New 
York office. 


Railway Signaling 
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NAM Head Urges 
Industry to Back 
NIIC Campaign 


New York, Dec. 7.—All man 
facturers should “speak up pow 
to their own employes ang 4 
“folks back home,” with ea, 
paigns to supplement and s)otlic 
the nationwide campaign of * 
National. Industrial Informati, 
Committee of the National Acg 
ciation of Manufacturers, wh; 
starts next week in some 3 
newspapers, said Walter B. We; 
enburger, executive vice-preside 
of NAM, at its 49th annual me 
ing today. 

Mr. Weisenburger criticised “{ 


Can 


appy 
pid-esti 
bf trav 
bether 
rints 1 
till he 


many of you fellows” as “iyi » Yo 
back in the copybook age whdlbonside 
silence was supposed to be golddim. } 
““Gies aly 
and the meek were promised ¢} 
earth. . . By words and deeds gpember 
your own, you must convince {ime 5S! 
public that industry is not a hagiinarket 


hazard, unplanned contest of ¢ 
greedy and selfish. They must s 
you as flesh and blood leadershj 
entirely devoted to  continui 
America on the high road of ; 
destiny.” The people know t} 
capacity of industry to produce ff 


ill en 
busines 
umbe! 
rue pos 
ively 1 


war, he continued. What they ; Civ 
not know is the formula for maijfion su 
taining that production at a higMfull yes 
level in peace—and particular 
the means for enabling citizens 
consume all that is produced. 

The NAM-NIIC campaig 
which will tell how America 
can earn more, buy more, ha 
more, Mr. Weisenburger - sai 
however, “does not represent t 
entrance of management into ti, 
, - war to 
impracticable field of ‘guarante : 
ing jobs.’ But it does say to iq’ Bui 
concerned public, ‘We men @@pope o! 
enterprise intend to function as ermat 
economy of free workers, free eiR..¢ ab 


terprisers and free consume 
that’s better and more lasting 
its benefits than the minimu 
security that comes from gua 
anteed jobs.’” 


Aggressiveness Pledged 


Among other things, the car 
paign pledges honest aggressi\ 
ness by management to fulfill 
part of the program. It tél 
in detail how management inten 
constantly to improve the ef 
ciency of production and distrib 
tion, by which the consumer 
tains better bargains, resulting 
bigger markets, and in the @ 
more jobs for all. 

In a booklet titled, “A Time jf 
Action,” the NIIC describes t 
reasons for the campaign, rept 
duces several of the earlier adve 
tisements, prepared and placed 
Kenyon & Eckhardt, and sh0 
how manufacturers can con 
this message over their own nal 
in their own communities. 


Bottlen 
will pro 


Levey Appoints 

Alfred Strohm, recently witht 
U. S. Naval Reserve, and forme! 
in the printing and paper busing 
in Milwaukee, has joined Fre 
erick H. Levey Company, 4 
York printing ink manufactu? 


as head of the companys ™ Mod: 
Milwaukee office. Other Levey ¢ and 
pointments include Waiter 4 edite 
sette, sales service engineer; A¢ agen 
Dembicki, head of the carton mani 
department, and John 5!agé! od 
the technical control lab rater! * 


The 
PLASTICS BUYER : 


carries your message direc’ ‘o Y¥ 


UME BUYERS (wholesale 
of consumer plastics prod 


annual edition, March 1945 
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LUNCH TABLE 


TOPICS 


Selected from December 15th, 1944 


Modern Industry 


phrase, “Research is your 
opportunity—your insur- 
ance—don’t let it lapse.” » » 
The small plant’s chances 
for success are immensely 
increased if it finds some 
way toovercomethetremen- 
dous edge that company- 
owned and operated re- 
search laboratories give the 
big fellow. » » And every 
company, no matter what 
size, can get research work 
done outside at a price it can 


Assfiappy New Year Keeping up our 
. ‘Gl \4-established custom, MI’s group 
Weil{ traveling staff-editors puts to- 


vether a forecast for 1945 and 
rints it while the news of 1944 is 
till hot in your morning paper. 
» You will find a balanced and 
onsidered presentation of what 
ies ahead on page 32 of the De- 
ember 15 issue . . . For the first 
ime since 1941, ingenuity, sound 
arket study, shrewd forecasting, 
ill emerge as primary tools in 
business success. » » Substantial 
uiqpumber of manufacturers will have 
of i ruepostwarproducts ready for rela- 
W tively immediate postwar market 
Civilian goods out of produc- 
-maigion since early 1942 will need a 
a hi@full year after ending the German 


; a “Ay or 

nto Wivar to hit full production strides. 
io 7 Building, looked to as a white 
nen @apope of postwar activity may, if 
n as ermany holds out until spring, 
ree ust about equal 1939 volume. » » 
ting | Bottlenecks in component parts 


inimuvill produce many a pain in the 
| gualneck. » » There will be a wild 

camble for parts and materials 
d yithout the “‘aid” of priorities to 
e cangm™pace the traffic. » » Added empha- 
ressV@™Bis on cost reduction will stem 


’ rom pressure to match competi- 
£ ’ 
ts’ low-cost methods. » » Man- 


1e ef™™egement must cut labor unit costs 
istrib@™nd total costs (and prices) with- 


tind but reducing wages, placing heavy 
he eq™mressure on overhead, distribution, 


nd material costs, and adoption 
ime I@@pf more efficient methods. 


repi@™Rules for Research In a typical, 
ugh-octane, editor-researched re- 
shomeo't “Research Labs Ready for 
con mall Plant Use”, Assistant Edi- 
1 nall@or, Annesta Gardner mints a clas- 
phrase readily translatable 

nto coin of the realm when manu- 
acturers act upon it. » » The 


with 
ormel 
DUSING 
“4 larget 
‘actur 
, ai ’ Modern Industry is the first, 
. ond so far the only, magazine 


~ Adi edited for all levels of man- 
hi agement men in all types of 
manufacturing industries. 


* I VERY plant has one or 


More groups of management 

n from president to general 

an) that meet together 

I ily or informally to make 

t cisions which operate and 

st the business. Under dis- 

’ ( n, when management men 
YE i are topics broadly classi- 


as: employer-employee 

ns, economic conditions, 

>» VO bution and marketing, 

watt cost production, new ma- 

the industrial signifi- 

of national and interna- 
news. 

the universality of these 

$ in management-group 

sions is paralleled by the 

editorial departments of 


R rn Industry! 
Modern Industry 


by Modern Industry staff-editors 
said that they welcomed visits (of 
inspection and investigation) even 
if they never led to contracts. » » So 
look over the laboratories thor- 
oughly before you close your deal. 
» » If you are planning a research 
program, be sure to see the sug- 
gested do’s and don’ts on page 38. 


brief reviews of some epochal 
cases, the report on page 149 shows 
how recent federal court decisions 
have upset patent laws. » » Spear- 
head, of the movement to whittle 


down the scope of the patent | 


monopoly is the Antitrust Divi- 
sion of the Department of Justice. 
» » The idea is that the monopoly 
granted by a patent is a very lim- 
ited one, which should always be 
used with discretion and viewed 
with suspicion. » » The current 
point of view on the obvious trend, 


READER CO xet'es 


I am fascinated by your article in 
the current issue of Modern Industry, 
covering the use of models for plan- 
ning plant layouts... 


Anything which your effective jour- 
nal can do to keep this topic (How 
Plants Solve Veteran's Problems) in 
front of top-management’s eyes and 
spread creative thinking in small 
plants as well as big ones... 


Will you please send us eight (8) 
copies of the November 15 issue 
right away... 


afford. » » Reliable laboratories (how 
to find them is told in the article) will 
give you a good estimate of the 
chances of success your job has, the 
time it will take, and the amount 
it will cost. » » Every one of the 
laboratory directors interviewed | Owners”. » 


Patents Analyzing the current 
and snowballing “share the pat- 
tents” movement, MI’s Washing- 
Henry Ralph, sees | somebody else’s patent (then you 
throw your hat in the air and yell 


ton Editor, 
“Breakers Ahead for Patent- 


Documented with | hip-hip-hooray). 


apparently depends 
whether you control a patent (in 
which case you are extremely vul- 
nerable) or want to make use of — 


largely on areas 

rectly In looking through your November 15 
issue of Modern Industry I came 
across a photograph on page 148 
showing the loading of ‘ 


Whom should we contact to secure 
a sample for laboratory experiment 
of the “allyl starch” reported on 
p. 12 your November 15 issue... 


... tsk, tsk, tsk— 
No mail from Nevada 


S° YOU RECEIVE, mixed in with your im- 
portant mail, a nicely worded note at- 
taching a posteard or other form which 
asks. “Which of these magazines do you 
read regularly; occasionally; not at all?” 
If you have the time and are in the mood, 
you may reflect, “Hmmmm—another read- 
ership check . . .” 


Wouldn't you get a 110-volt setback if the 
direction of the attack changed suddenly. 
For instance, suppose the form asked, 
“Which of these magazines do you write 
to regularly: occasionally: not at all?” 
Would you be nonplussed! 

Here’s a case history of writership instead 
of readership. (And you may have a copy 


of Data Sheet 3-109 just by asking for it.) 


We measured the incoming editorial mail* 
received from Modern Industry readers 


*Writership. The story is put together or t on ide of 
a single letter sheet. Nothing fa r elabora Simply 
a correlatior f ir mir ! frow r read 

pared 1) by ites with the distributior f more than 
50,000 copies of Mode I ! ites with the 
t th ] wr rt t manufact r plar 

< M I Ask for Data Sheet 3-109. 


during the 31 days of the vacation month 
of August 1944 when perhaps you were 
tanning on some sunny beach, flicking a 
dry fly, or just sitting in the shade cooling 
off with long tall ones. 

In the collection. forty-seven states and the 
District of Columbia waved their post- 
marks, Only the dude-ranching, mining and 
divorcing Nevada was too busy to write. 


Common Understanding Opens All Doors 


When, in hot August, such a respectable 
percentage of a magazine's readers take 
pen in hand—then by all the many little 
gods of publishing, a magazine's editorial 
offerings must keep ringing the bell, and 
loud. Its a real thrill to harvest this evi- 
dence that our readers like our cooking 
... it's one good sign of a happy marriage. 


To justly serve more than 50.000 respon- 
sible management men (pius routed copy 
readers) in the nation’s 31.500 manufae- 
turing plants which produce 89% of the 
volume, Modern Industry's traveling staff- 
editors average practically a mile a word 


to research-in-person, write, edit and illus- 
trate with story-telling pictures and charts, 
triple-check for accuracy and authority .. . 
just to be sure that the reader be pleased. 


Let’s see what the December 15th issue 
has for the sales-minded 


{_] Research Labs Ready for Small Plant 
DW ica ncctetctvevinsseetintahtinthaniinaintavesousssasis 34 
You don't need vast, expensive labora- 
tories to meet the competition of new 
products, new designs. A fact-crammed 
article that tells how to find economical 
research close at hand. 


[_] New Plants to Reach New Markets....43 
fre you planning to build or buy an 
additional plant? This handy checklist 
will help you decide on the loc ition, It 
lists government-owned war plants that 
are for sale and their possible uses. 


Modern Industr 


74.¢ , 1 
lhe Stall-written Magazine of uterpretive 
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347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 11: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building 
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LOS ANGELES 141: 403 West 8th Street 
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Added Newsprint 
Ist Quarter Cut 
Deemed Unlikely 


Washington, Dec. 7.—Newspaper 
representatives adjourned their 
industry advisory committee meet- 
ing with WPB today, confident 
that no further reduction in news- 
print quotas will be necessary dur- 
ing the first three months of 1945, 
but officials are not so confident 
about the outlook for books, maga- 
zines and commercial printers. 

With Canada promising to main- 
tain the current rate of shipments 
of newsprint, publishers were told 
only that they must adhere strictly 
to inventory ceilings, and keep 
their orders at a minimum. 

Earlier in the week, however, 
Robert D. Ross, chief of the com- 
mercial printing section, told his 
industry group that reduction in 
Canadian pulp exports during the 


sult in a new 5% curtailment in 
the paper allowed to all printers 
and publishers. 

The commercial printers re- 
ceived the news with resignation 
but suggested that any further 
savings be made equally by all 
members of the graphic arts in- 
dustry, newspaper publishers in- 
cluded. 


Renews Paper Dispute 


This suggestion from the print- 
ers reopened the long-standing 
squabble between newsprint con- 
sumers and book paper users. In 
general, newsprint, because of its 
foreign source, has been somewhat 
more readily available than book 
papers, made here from the same 
raw material that goes into various 
military supplies, including muni- 
tions. 

No final word on paper quotas 
for January is yet available. Mag- 
azine publishers are to meet 
Thursday in search of further in- 
formation. 

At their meeting today the 


newspaper publishers were ad- 
vised that they should not count 


‘on continuation of the existing 
paper quotas into the second quar- 


first quarter of next year may re-|ter of the year unless improve- 


ment in the war situation provides 
new sources of pulp supplies. 

Much of the meeting centered 
about the urgency of keeping 
within the new 40 and 65-day in- 
ventory ceilings which go into 
effect Dec. 31, and in scaling down 
orders. WPB reported that 26,000 
tons of newsprint above the Cana- 
dian commitment had been asked 
for December. 

In advising commercial printers 
that a new 5% cut in quotas may 
be necessary next year, Mr. Ross 
pointed out that 100,000 tons of 
the pulp which Canada previously 
exported to the United States has 
been promised to Great Britain. 
He said that inventories are too 
low now to absorb further with- 
drawals, and that a new cut ap- 
pears to be the only alternative 
if over-all pulp supplies are out of 
balance. 


Promotes Bacardi 


Promoting Bacardi as “The Gift 
in Perfect Taste,’”’ Bacardi Imports, 
Inc., New York, is running a spe- 
cial Christmas campaign. Four- 
hundred line ads in 53 newspapers 
in metropolitan areas will promote 
the brand for sale as gifts. 
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Zenith Window 
Compares Rival 
Hearing Aids 


(Picture on Page 63) 

Chicago, Dec. 7.—To tell a’possi- 
bly skeptical public why Zenith 
hearing aids at $40 and $50 are 
just as good as competitive devices 
ranging up to $167, Zenith Radio 
Corporation has installed a Michi- 
gan Boulevard window display 
with opened models of its product 
alongside opened models of its 
competitors. 

Under a banner headlined “Why 
the big difference in hearing aid 
prices,’ the display describes in 
placards and cubes where its rivals 
spend money which raises the cost 
of their products. The placards 
declare, “All hearing aids cost 
approximately the same to manu- 
facture. All hearing aids use ap- 
proximately the same materials 
and parts. Any price over $50 that 
is paid for a hearing aid can be 
charged to selling expense or com- 
missions, overhead, taxes and 
profits.” And, “Zenith can sell a 
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Concert PIANist with the Philadelphia Orches- 


tra at the age of fifteen. . 
master in World War I. 


youngest Navy band- 


. with a twenty-year 


stint as conductor before the mike. 


Whether it's Beethoven, Bach, or Brahms ‘ 


relhouse, hoogie-woogie, or the blues, Fuhrman 


. bar- 


is every inch the master musician. The full range 


of his talent is currently shown in programs in the 


popular vein, with special arrangements, spon 


sored by two leading Philadelphia advertisers 
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That’s the assignment of KYW’s versatile 


Musical Director.. 


ARENCE FUHBMAN 


The outstanding success of KYW musical pro- 
grams is directly traceable to the genius and 


sound musicianship of Clarence Fuhrman. Aud 


ience-acceptance throughout the coverage-area of 
KYW, plus the Laton of Clarence Fuhrman, are 
a combination to bear in mind. When consider 


ing radio sponsorship in the Philadelphia market, 


ask to hear an audition-record of “Clarence Fuhr 


man Presents. . 


a 50-minute available feature 


on Wednesday evenings from 7.30 to 8. NBC 


Spot Sales will tell you more. 


——WESTINGHOUSE RADIO STATIONS Inc 


PHIA WOWO + WGL © WBZ © WBZA © KDKA + KYW 
REPRESENTED NATIONALLY BY NBC SPOT SALES 
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superior hearing aid for o: \y ¢ 


or $50 by reducing comn 
selling expenses, overhe: 
profits and by mass pro 
That is why Zenith is n 
largest manufacturer of 
aids in the world.” 


On cards announcing th: 


ous hearing aids, their date 
chase at retail price is listé 
competitors displayed w 
Zenith models are the Ac 
at $159.50, Sonotone at $] 
Western Electric at $125. 

A Chicago Tribune ad 
ment called attention to t! 
ing of the display, at w 
selling is done, and acco: 
Edgar G. Herrmann, sales ; 
of Zenith, more than 80 


entered the showroom on {! 


morning to get further i: 
tion. 


House Revolt 
Endangers Pla 


Lorn 
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for ‘44 Censuses 


Washington, Dec. 8.—Plan 


Censuses of Manufacture 


Business for 1944, and a pro 


of related statistical stud 
signed to provide data for 
planning, were unexpected! 
in the House today, when 


ins f 


oror 
Bid 
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y upse 


OSstwa 
mem \ 


bers balked at the use of man 


power for governmental ac 
not clearly linked with the 
Meeting in committee 
whole preliminary to an 
vote on the first deficienc 
the House sliced off $17,559, 


tivitie 
Wal 
of tne 
officia 
es i l 
000 f 


fact-gathering purposes, including 


$5,500,000 for 
1945 Census 


completion 


appropriated and spent. The 
later confirmed the action, 
the bill to the Senate witho 
vision for the studies. 

In revolting 
fully planned statistical s1 
of the U. S. economy for 1! 
iginally suggested by the Pi 
as part of the war record, 
indispensable guide to gove 
and business officials co! 
with postwar planning, m 


of Agricultu: 
which $7,200,000 has alread 
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Senay 
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against the care 
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444, or 


-esiden 


and a 
rnmer 
1cerne 


emoe 


asserted that the government ! 
create no new jobs while Genera 


Eisenhower requests more s 
Keefe Leads Opposition 


Led by Rep. Frank B. 
Wisconsin Republican, foes 


statistical studies charged that ex 
cept for the previously authoriz 
Census of Agriculture, the re} 
involved new legislation, and wet 
out of order as part of th 


ficiencies bill. Thrown out 
count were the Census of 


factures; sample Census of 
ness; consumer income study; ¢ 


sumer expenditure and 
study; sample Census of |! 
tion, and a flock of labor f 
ports, all of which had 


been carefully planned by : 


ter - departmental comm 
more than 100 experts. 


A hot fight waged over the 
already 


sus of Agriculture, 
under way. Though adi 
tion supporters warned 
200,000 would be waste: 
appropriation were det! 
committee of the whole s 


Rep. H. Carl Andersen, Mn! 


Republican, who con 
“Here it is proposed to ha' 
30,000 federal employes « 
statistics as to what we 
done on farms because 
not had the labor availa 
50.” 


Milne Agency Mov 
Milne & Co., Seattle ag« 
moved to 714 Alaska buil' 
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The New York Times Magazine 


Wearever Fountain Pens use 
as ¢ 
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ame nomone 
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The New Bork Simes Magazine 


1 basic unit in their 
onal magazine campaign 


npaign prepared and placed by 


E. T. Howard Company) 


Beeause The New York Times 


is read by hundreds of thousa 


[fosmopolitan 


*) oom iS 
‘A vemcax Howe “a 
ge 
it 
“2 . 
* ‘ 


Magazine 


nds of 


men and women all over the country — 


men and women who buy a 


lot and buy often — advertisers 


inelude it in their basie mngneee schedules. 
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State Department 
Shakeup May Aid 
Postwar Business 


Washington, Dec. 6.—Many ob- 
servers here believe that plans re- 
vealed this week for the reorgani- 
zation of top State Department 
offices may be the first step in the 
realignment of government ma- 
chinery to direct a vast overseas 
public relations and selling job as 
part of the broad plan to stabilize 
America’s economy at a_ point 
where it can provide 60,000,000 
useful jobs. 

Emerging from the welter of 
conjectures on the significance of 
the moves is the impressive fact 
that, as a result of new appoint- 
ments, the State Department top- 
side will be made up of men 
who are specialists in business and 
culture rather than professional 
diplomacy, although other changes 
may result in the introduction of 


| 
| 


Rockefeller 


career diplomats into the picture. 

Secretary of State Stettinius and 
one of his proposed assistant sec- 
retaries, William L. Clayton, are 
considered to be hard - headed 
business men less concerned with 
protocol and striped pants than 
with establishing workable post- 
war business arrangements. Mr. 
and Mr. MacLeish 
have their own particular fields, 
both closely linked with improving 
our standing with the peoples of 
the world. 


Office Achieves ‘Miracles’ 


As Coordinator of Latin Ameri- 
can Affairs, Mr. Rockefeller has 
sponsored numerous projects de- 
signed to provide closer relation- 
ships and build new buying power 
in the Americas. The Coordinator’s 
office has achieved miracles in 
encouraging education, sanitation 
and industrialization of the South 
and Central American nations. 
Many of the projects which it has 
undertaken in cooperation with the 
republics have created permanent 
business relationships. 

As the new bureaucracy for 
handling export matters looks 
today, it seems designed to operate 
in at least these fields: Conduct a 


Advertising Age, December 11, 1944 


public relations program abroad|be absorbed by the State Depart- 
to create a demand for American|ment under the direction of the 


goods; provide accurate and timely 
marketing information to export- 
ers; assist business men with the 


| problems of getting goods overseas 


and collecting their money. 

How far it will go into each of 
these fields as a government oper- 
ation is still anyone’s guess. In 
public relations, for instance, it 
could mean a big propaganda pro- 
gram encompassing shortwave 
radio and bales of printed matter, 
or it could mean a counselor serv- 
ice for publishers and business 
men using foreign media. Then, 
of course, there is the whole ex- 
plosive subject of private vs. gov- 
ernment-supported export cartels. 

One of the questions most fre- 
quently asked here concerns the 
reshuffling of the numerous func- 
tions of the CIAA, and the activi- 
ties of the Foreign Economic Ad- 
ministration and overseas branch 
of the OWI. It is generally as- 
sumed that many of the projects 
carried on by these wartime agen- 
cies will be continued after the 
war, and the question seems to be 
largely who will carry them on. 

One school of thought believes 
that many of these functions will 


three new assistant secretaries. 
Another theory is that the opera- 
tions will be handed over to other 
agencies of the government, or 
abolished, but that the State De- 
partment will supervise activities 
of government and private indus- 
try abroad from the policy stand- 
point. 


Might Continue ‘Victory’ 


A significant case in point is the 
fate of Victory magazine, currently 
published by the OWI overseas 
branch. In the reshuffling of func- 
tions, this propaganda piece might 
be absorbed by the State Depart- 
ment in its Office of Public and 
Cultural Relations. Or the govern- 
ment might give up Victory, rely- 
ing on private publishers and 
advertisers to do America’s good- 
will job in overseas editions, with 
the State Department providing 
them with suggestions whenever 
it felt they were needed. 

A second OWI project which 
will interest the State Department 
is the program to induce manufac- 
turers to put a “Made in the 
U. S. A.” label on their exports. 
Though the program is well under 


Fleas stop at nothing. Best system, say dog- 


lovers, is to use the old one-two on them. 


-. 


One: a regular dusting with Sergeant’s Skip- 
Flea Powder. Two: a bath with flea-killing 
Skip-Flea Soap. 


Polk Miller Products Corporation, our client, 
is the maker of Sergeant’s Dog Medicines, 


largest business of its kind in the world. 


mee NW. AYER & SON, INC. 


Philadelphia 


San Francisce 


New York 
Hollywood 


Chicago 


Honolulu 


Detroit 


Boston 


London 
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way now, somewhere in pos wa; 
government an agency will prob. 
ably accept responsibility for see. 
ing that it continues. A thir ; 
shortwave radio, always a money 
loser to private industry, whic 
may continue under governmen; 
subsidy and supervision afte) the 
war. 1 

The Department of Commerc 
makes no secret of its desire ; 
enlarge its fact-gathering acti, iti, 
abroad. Though the Foreign ko. 
nomic Administration will prob. 
ably carry on until Germany ;, 
defeated, Commerce has its eye 
on many of FEA’s functions. 

Nelson Rockefeller’s CIAA ; 
largely liquidated already, 4). 
though that does not mean jt; 
work will cease. Most of CIAA’s 
projects have been “incorporated” 
so that they will be carried op 
independently for the nexi fiye 
years. 
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Postwar Tasks of 
Admen Shown in 
‘Ad Age’ Analysis 


Chicago, Dec. 7.—Members of 
the staff of ADVERTISING AGE have 
been busy this week showing to 
various advertising groups a 
graphic presentation with the title. 
“The New Challenge to Marketing, 
Advertising and Merchandising 
and Advertising Media.” 

S. R. Bernstein, editor of the 
publication, showed the presenta- 
tion yesterday at a meeting of the 
Advertisers’ Club of Cincinnati, 
while James P. Dobyns, manager 
of the sales and service depart- 
ment, handled the assignment fo: 
the Minneapolis Advertising Club 
on the same day. On Monday 
G. D. Crain Jr., publisher, made 
the presentation for the Advertis- 
ing Men’s Post of the American 
Legion in Chicago. 

The presentation is intended t 
provide the advertising field and 
particularly media with a working 
plan for stepping up the efficiency 
of advertising and marketing post- 
war, so that they may play a more 
important role in maintaining the 
sales volume and business activity 
required for full national pros- 
perity. 

It analyzes the economic factors 
in the 25 years prior to the war 
showing how mass merchandising 
expanded production, reduced 
prices and increased buying power! 
The great increase in production 
and national income during the 
war is presented as an objective 
for peacetime planning, with em- 
phasis on the role which more 
efficient advertising and marketing 
must play to enable the goal to be 
reached, 

Numerous associations and indi- 
vidual groups all over the count 
have already seen the presentation 
and it is now available for show- 
ing to any others who may & 
interested. 


Neal D. Ivey Sets Up Own 
Philadelphia Agency 

Neal D. Ivey, president of Ive) 
& Ellington, New York and Phila- 
delphia agency, has resign: 
on Jan. 1 will organize h mn 
agency in Philadelphia, the Ne# 
D. Ivey Company. 

Retaining his financial erest 
in Ivey & Ellington, Mr. I\ 
remain a director of that agen¢) 
while Jesse T. Ellington, ‘orm 
executive vice-president, will © 
president of I&E. 


“MEET YOUR CONTRAC? OR 
BUILDER CUSTOMER’ - 


the sensational descriptive bookle’ of 
the Building Market, Contains infor 
tion impartially presented that's ey 
understood about the building the =! 
the talking is about. 


Send for a copy of this beoklet. 
off the press, or ask your advert) "9 
agency about it. 
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> > a trend is a foundation 
on which a detailis built > > 
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Only when a trend is known is it safe 


to move ahead...tThe United States 


Every week and week after week the im- 


News for { 2 y ears has been furnis hing portant news of national affairs is spot- be 


analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


the Management Men of industry with 


trends, spot-analyzed from the news of 


The most reliable and 


ly informative publication national affairs — reliable information on 


ent events published 


Daniel W. Ashley 
Elder, Exec. Ass't. Vive President in 


ILLE & NASHVILLE R.R. ww hich to plan an d ac t . 7 . . . . 7 7 7 30 Rockefeller Plaza, New York 20, N.Y. 


charge of Advertising 


WS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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“See 


Upton Close ‘No 
Problem’ fo MBS, 
Kobak Declares 


New York, Dec. 6.—Upton Close, 
commentator who was dropped by 
the National Broadcasting Com- 
pany, is still addressing radio 
listeners weekly over the Mutual 
Broadcasting System. His sponsor 
is Lumbermens Mutual Casualty 
Company, Chicago, and Edgar Ko- 
bak, president of Mutual, says that 
there is no problem affecting Close 
as far as MBS is concerned. 

Because of his long experience 
as a radio network executive, in- 
cluding service with both NBC 


and the Blue Network, and his ex- 
perience with an agency handling 
network shows through his service 
as vice-president of Lord & 
Thomas, Mr. Kobak’s remarks on 
network policy are regarded as 
having exceptional weight. His 
statement of policy regarding the 
selection of commentators was 
given to ADVERTISING AGE in an in- 
terview. 

“We consider Upton Close quali- 
field for the job he is doing,” said 
Mr. Kobak in answer to questions 
on the subject from ADVERTISING 
Ace. “That is the first require- 
ment for a commentator, as we see 
it. He must be qualified and there- 
fore able to speak authoritatively 
on the subjects which he discusses. 

“Mr. Close lived in the Orient 
for over 20 years, and hence we 
consider him especially well fitted 
to discuss American policies in 
that part of the world. He has 


four sons in the service. 

“We do not consider that to be 
|acceptable as a radio commenta- 
|tor, Mr. Close or any other author- 
|ity should always be in agreement 
| with the network, the sponsor or 
a section of the public. We may 
|not always agree with what he 
'says, but again, in view of his 
qualifications, we do not question 
his right to express his opinion. It 
would hardly be possible for any 
commentator to have views with 
which everyone would agree. The 
value of his comment, if based on 
authoritative background, may 
well be increased by the very fact 
that he is not always in agreement 
with prevailing opinion.” 

Networks’ Problems Vary 

Mr. Kobak declined to comment 

on the NBC decision to drop Mr. 


Close as a commentator, since he 
pointed out that each network has 
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|its own problems in determining 
the correct balance of viewpoint 
as expressed by the various com- 
mentators appearing on its pro- 
grams. 

“It is common knowledge,” he 
continued, “that every commenta- 
tor who has what may be consid- 
ered an extreme point of view is 
constantly creating controversies. 
Such well-known and popular 
commentators as Drew ‘Pearson 
and Walter Winchell, for example, 
have been the center of discussions 
as the result of some of their state- 
ments of fact and opinion. It 
would be impossible to have the 
sort of authoritative comment 
which we regard as desirable for 
successful news programs without 
at some time or other having con- 
troversial situations arise with re- 
spect to commentators. 

“It is part of the general policy 
of maintaining freedom of the air 


“Sometimes I wish she'd listen: 
to something besides RZ,» 


‘Sometimes I wish she’d listen | 
to something besides WCSH, 


People tune in the station that 


comes in with a good signal and 
has the best programs. Everywhere 


you turn in New England, one or 
another NERN station is the choice 
station, by virtue of clear reception 


and the top rated programs. All 
NERN stations are NBC affiliates. 
NERN covers New England and 
sells New England... without line 
charges ... with free studio facil- 


ities in Boston, New 


Hartford ... for only $312 per day- 
time quarter-hour, When you buy 


York and 


NERN, you buy a network. 


Sometimes I wish she’d listen 


to something besides |WRDO.” 


**Sometimes I wish she'd listen 
to something besides WFEA,” 


“¢¢Sometimes I wish she’d listen 


to something besides JAR.” 


*‘Sometimes I wish she’d listen 
to something besides -WTIC.» 


*‘Sometimes I wish she'd listen 


to something besides -WLBRZ,» 


NERN STATIONS 


Frequency Watts 


WBZ 1030 
WCSH 970 
WIJAR 920 
WLBZ 620 
WTIC 1080 
WFEA 1370 
WRDO 1400 


Boston, Mass. 
Portland, Maine 
Providence, R. I, 
Bangor, Maine 
Hartford, Conn. 
Manchester, N, H, 
Augusta, Maine 


Nationally represented by 
WEED & COMPANY 


New York, Boston, Chicago, Detroit, 


San Francisco, 


Hollywood 


to permit qualified, authorita ye. 
spokesmen to discuss subjects p- 
volving national policy with no 4t- 
tempt either to control or ce: soy 
their broadcasts or to influ: ice 
their opinions. On the other h iq 
every network has the respc 3;j- 
bility of seeing that program « p. 
tent is properly balanced so a tp 
give representation to every m.- 
portant point of view. With al] 
shades of opinion represente: jp 
the general character of comn en. 
tators’ broadcasts, the networ . js 
in a strong position from the 
standpoint of both public p: licy 
and radio program policy.” 

Mr. Kobak added that tne prob- 
lems of the individual advertise; 
who sponsors a commentator of a 
known controversial character are 
entirely his own, and that the net- 
work cannot properly advise the 
sponsor as to his best interests in 
the matter. Following the discon- 
tinuance of the Upton Close broad- 
casts over NBC, the W. A. Sheaffer 
Pen Company, his sponsor, found 
it advisable to mail out a form 
letter to the large number of 
listeners who protested the change 
of policy, explaining that it was 
not responsible for his being dis- 
continued as a commentator on the 
network. 


Elects Darr President 


John W. Darr has been elected 
president of the Institute of Public 
Relations, Inc., New York, suc- 
ceeding the late Bernard Lichten- 
berg, with whom he established 
the business in 1935. Mr. Darr 
has been vice-president and man- 
aging director of the Institute. 


Skinner Joins MBS 


Jack Skinner, former magazine 
and newspaper writer, and 
member of the publicity depart- 
ments of NBC and CBS, has joined 
Mutual Broadcasting System a: 
assistant to Jim O’Bryon, publicity 
director. 


SPOT 
BROADCASTING 
SELLS MORE 
AT 
LESS COST! 


Exclusive 
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For latest radio information, «>! 


FREE & PETERS. «+ 


| Pioneer Radio Station Represen' sit 


Since May 1932 
Pe 
AS 


| CHICAGO: 180 No. Michigan...... Fran) ° 
NEW YORK: 444 Madison Ave...... Plaz 5 
ATLANTA: 322 Palmer Bidg.........-- Malin 
SAN FRANCISCO: It! Sutter........ Su ‘ef 


HOLLYWOOD: 633! Hollywood Bivd.Hollyy * ; 
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Benjamin Franklin Said It... And 
Experienced Advertisers Know It... 


“If you are not getting into the HOME 
with what you have to say, you will never 
get in with what you have to sell.” 


When the name of a product becomes a family word—known and 
worthily regarded by the entire family group—then the roots of 
reputation are firmly planted. And through these home - roots 
success is richly nurtured by the good will of these home- people. 


Advertisers themselves, by their own judgement and action, 
testify to this truth. For 43 consecutive years they have placed 
more Total Display advertising in The Daily News than any other 
Chicago newspaper— morning, evening or Sunday.* Year in and 
year out they have found it profitable to advertise in this HOME 
newspaper with a following of more than a million reader- friends. 
These advertisers appraise The Daily News as 


Chicago's BASIC 
Advertising Medium 


*For fair comparison, liquor linage omitted since The Daily News does not accept advertising for alcoholic beverages. 
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Venture Capital and Taxation | 


Emil Schram, president of the 
New York Stock Exchange, has 
pointed out in recent addresses the 
shortcomings of the present tax 
structure in much the same terms 
as have been used by the Commit- 
tee for Economic Development and 
other organizations which have 
been studying the question of how 
best to provide the necessary in- 
centives and stimulation for enter- 
prise in the postwar period. As 
Mr. Schram sees it, the flow of 
venture capital into new enter- 
prises and the expansion of old 
ones will be greatly retarded 
unless the tax laws affecting busi- 
ness profits are modified. 

This situation is far more serious 
for smaller enterprises than large 
and well-established ones. The 
latter, because of a previous rec- 
ord of substantial profits, are hit 
less hard by excess profits taxes, 
and in addition have little diffi- 
culty in obtaining access to the 
capital markets. Their borrowing 
ability is well developed, and since 
the creation of debt is an advan- 
tage from a tax standpoint, they 
are usually more inclined to create 
interest-bearing bonds, notes and 


debentures than to seek additional | 


equity capital. 

The real problem of the future 
of American business concerns the 
encouragement of many _ small 


enterprises, the sum total of whose 
activities is needed to create the 
|volume of business and employ- 
ment required to maintain our 
national economy at the prosperity 
level. Under present conditions 
|involved in registering with the 
| Securities and Exchange Commis- 
sion and marketing stock issues 
through investment banking chan- 
nels, the opportunity of small 
| companies to obtain venture capi- 
tal may be fixed at close to zero. 

The only hope of small enter- 
prise lies in changes in the tax 
| laws which will give the small, 
| growing company a chance to re- 
|tain profits needed for expansion 
| and development. That is the 
traditional method by means of 
which many of our greatest busi- 
nesses have been built. Under 
today’s conditions that door is 
closed, since a small company 
with limited profits in the past has 
practically all of its increased 
earnings siphoned away through 
the application of the excess 
profits tax. 

If the future of the country de- 
pends so largely on the ability of 
small enterprises to move forward, 


need for tax reforms which will 
give them a chance for growth 
| and development is too great to be 


long neglected. 


Radio’s Editorial Page 


Radio as a means of mass com- 
munication is not expected to ex- 
press opinions on public affairs, 
since it is primarily a facility 
rather than an organ of opinion. 


Yet in effect broadcasting supplies | 


the public with opinion as well as 
fact through the presentation of 
commentators offering many points 
of view on current affairs and on 
questions of public policy. That 
adds greatly to the value of radio 
broadcasting as an institution and 


as a source of information cover- 
ing both news and its interpreta- 
tion. 

This should be kept in mind in 
studying the basic problems in- 
volved in such situations as the 
Upton Close incident, which re- 
sulte n widespread discussion 
M se of e charge made by 
the commentator that he was 
dropped by the National Broad- 
casting Cor iny as the result of 
ressure from groups which he 

( € This the NBC de- 


nied, explaining tnat his contract 


was terminated in order to provide 
a better balance of viewpoint in 
its presentation of news com- 
mentators. 

In this issue of ADVERTISING AGE 
we are publishing a statement of 
Edgar Kobak, president of the 
Mutual Broadcasting System, over 
which Mr. Close is continuing to 
broadcast a sponsored program. It 
is enlightening as indicating how 
freedom of the air may be main- 


as most economists agree, then the | 


| 


| ably forgot all about it in the three 


| Fey’s question was asked F. P. A., | 


tained in spite of the controversial | 


many of the 
various 


aspects of 
expressed by 


opinions 
commenta- 
interpretation of the 
news covers questions of national 
policy in both 
fields. 


presented, 


tors whose 


and for- 
If all points of view 
Mr. Kobak 
om of the air is 


radio’s “editorial 


domestic 
eign 
are points 
out, freed 
and 
comes of more value to listeners. 
That, it fair 
statement of sound policy with 
which both broadcasters and ad- 


well as the 


protected 
page” be- 


seems to us, is a 


vertisers, as public, 


will be found to agree 


—General Mills, Inc. 


"“Okay—it's a deal! You bring all the stuff | put the bite on you for and I'll 
leave a big bowl of Wheaties on the kitchen table for you!" 


with a 
enough to warrant repeating. As 
reported by Drew Pearson, it went 
in making a dog’s life more like| like this: 


Man Bites Dog Dept. story that seems good 
Gaines Dog Research Center is 


understandably enough interested 


the life of Reilly, and so it sug-| “The gimlet eyes of the building 
gests that dog owners be licensed, | guards at WPB seem to dim when 
instead of the dogs. “Prior to|Donald Nelson walks by. Cor- 
licensing,” suggests this source, | respondent Stanley Cohen of Ap- 
“the dog owner would be qualified | VERTISING AGE met Nelson in an 
as to his ability to provide the dog elevator of the building last week, 
with a good home, as well as the| asked him where his badge was. 
exercise, training, etc., the dog re- | Everyone in Washington wears a 
quires. Only through some such| badge in the war agencies, as part 
system of licensing can most of the | of the security precautions. 
present-day dog difficulties be | ““Do you have an employe’s 
done away with, and more useful, | badge, or a visitor’s badge, Mr. 
happier lives for pets assured.” | Nelson?’ Mr. Cohen asked. ‘Nei- 
The research center also reports|ther, Stanley,’ Nelson replied. 
“a growing sentiment in many ‘Although the guards were pretty 
sections of the country for use of | tough about it while I was work- 
present dog license fees in a man-| ing here, they let me in the build- 
ner directly beneficial to the dog.” | ing now without any badge.’” 
Our neighbor, who spends a| : 
considerable amount of his time | Jottings 
and energy trying to develop a| Aetna Life Affiliated Companies 
reasonably satisfactory lawn, and|makes a neat tie-up between 
whose five-year-old came in the| Stamp collecting and its educa- 
other day covered with what is| tional films by sending a letter 
euphemistically known as “dog | Offering the films under a first day 
duty,” says that this is all very | Cover commemorating the 50th an- 
well, but the one essential qualifi- |N!versary of the motion picture 
cation he wants in connection with | industry. Fifty years for movies, 
every dog owner is the positive | 10 years for Aetna educational 
assurance that the dog owners in| films, says the letter. . . F 
the neighborhood can provide toi-| Add unique ways of earning 
let facilities for their pets which | one’s living: Mrs. Harriet Berg- 
are more attractive to these pets,;™an_ sleep-tests pajamas! This 
than our neighbor’s grass and|S0porific career was dreamed up 
walks. And after that problem is | by Harry. Berger, designer of Tom- 
solved, he wants a commission |™ies man- tailored pajamas for 
to study the possibility of provid- —s Baltimore > ed 
a ad a a ork, an e’s organized an all- 
ing similar facilities for birds. womans tentsion beard ta dbterasine 
$500 Wait the style appeal, comfort and 
Back in 1940, before he went in durability of sleeping garments for 
the Army, Corp. David Fey of| both men and women. Mrs. Berg- 
Forest Hills, L. I., sent in a ques-|™@n has the final word, even 
tion on fictitious characters to though the fashion board may vote 
“Information Please,” and prob- unanimously on a particular model 
—and you might be interested to 
know that she’s rejected a smartly 
tailored back - belted model be- 
cause the belt disturbed her rest. . . 
Pratt Kuhn, ad director of West- 
ern Newspaper Union, Toronto, 


years he’s been in South Pacific 
foxholes. Came the Nov. 20 broad- | 
cast of the program on NBC and} 


Kieran, and Guest Experts Boris 
Karloff and Reginald Gardiner. 
None of the four could answer it, 
and H. J. Heinz awarded Fey the 
first $500 war bond given away 
on the program since the sponsors 


line in columns 1 and 2: “Greatest 
Single Air Assault Opens Winter 
Offensive,” with this perfectly 


instituted the reward to anyone| Matching headline in the adjoining 
who could completely stump the|°o!umns: “Modern ‘Stork Express 
experts. (Much to Mr. Karloff’s| Safely Transports 26 Babies from 
chagrin the right answer to one Quebec City to Chicoutimi—F lying 
chagrin, ight ans 


Time One Hour.” .. 

And Paul Kransberg of St. Louis 
thinks that there is a bit of brag- 
gadocio in the ad claim of the 
Charis distributor there, who ad- 
vertises black nylon brassieres at 
$2.95, with the slogan, “We Keep 
the World in Shape.” 


part of the question was “Frank- 
enstein.’’) 


No Badge Needed 

Stan Cohen, Washington editor 
of ADVERTISING AGE, got into Drew 
Pearson's “Washington Merry-Go- 
Round” column not so long 


ago 


eur 


The following documents may 
be secured without charge from 
companies sponsoring them. o, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on hi; 
business letterhead. 


No. 2440. If You Don’t Like Girls 

Father pays the bills, but teep. 
age girls themselves decide what 
they will eat and wear, how the, 
will look and what they will do 
Calling All Girls says in this 
folder, and lists sums of money iy 
various commodity and _ service 
classifications influenced by thes 
teen-agers. 


No. 2441. Your Top Postwar 
Market for Farm Home Freez- 
ers. 

American Agriculturist has js- 
sued this study which, with state 
tabulations showing number of 
farms, farms with central station 
electric service and percentage of 
electrified farms, indicates the 
Northeast’s position as a market 
for farm home freezers. Othe 
pages of the study describe the 
area’s diversified crops and Amer- 
ican Agriculturist’s record as ai 
editorial pioneer in farm refrig- 
eration. 


No. 2442. Advertising’s Most In- 
portant Trend. 

This analysis, issued by Popular 
Publications, discusses the trend 
in media selection since the first 
world war, and describes the mass 
market provided by this group’ 
pulp magazines. The study pro- 
vides statistics on occupations, in- 
comes and ages of Popular magia- 
zines’ readers, a population break- 
down and a Daniel Starch reader- 
ship report. 


No. 2443. The ABC of Business 
Paper Advertising. 

The Audit Bureau of Circula- 
tions has issued this new booklet 
which emphasizes the importance 
of making investments in business 
paper advertising on the basis of 
facts. Information in ABC reports 
is outlined, and a facsimile of an 
ABC publisher’s statement is pro- 
vided, with a list of ABC business 
papers. 


No. 2404. Something New Has 
Been Added to the Philadel- 
phia Story. 

New population estimates 
metropolitan Philadelphia, and re- 
definition of the Philadelphia trac 
area to include 14 counties form 
the basis of this new market stud) 
issued by the Philadelphia ft 
A detailed circulation report ‘0! 
the ABC city and retail trading 
zone and for the “plus coveras 


f 


outside is included with markel 
data. 
No. 2345. There’s a Woma» Wl 


ing for You. 


Woman’s Home Companion T& 
minds advertisers in this | ook! 
that the woman’s market is ° Vv" 
factor in postwar prosperit) 
must be sold and kept soli 


sends us a copy of the Evening | 
Telegram with a two-column head- 


No. 2317. Looking Ahead i» Me™ 
chandising Electronics & %4 

The whole range of radi 
ucts is covered in this 
booklet issued by Radio 
which gives an over-all pi 
the status of production 
time lag required for the Be 
over to postwar civilian pr‘ 
and selling. 

No. 2427. These Are the P 
Lincoln Land. 

Prairie Farmer- WLS t 
story of a productive area 
Midwest — Illinois, India 
parts of Wisconsin and M 5 
—in this illustrated booklet 
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2. 
s of its critics think newspapers | wages, a “good thing provided you| Photo Supply Company, manufac- | Miss Bartlett A inted ; md 
Knight Sees Need should give up the fight for free-| get a full day’s work.” He pointed turer and distributor of photo- | Eleanor Bartlett yf vitae with ah Pi 
° . dom of the press. out that labor foresees a period of graphic equipment, both of New PRs pve nittieen’ New York. has al 
: to Regain Public Mr. Knight said he is em-| Unemployment and is looking -_ Leo — ——— wo. joined Royal & deGuzman, New = : 
13 - P phatically opposed to cartelization = to A eT ge igen Ihe pect 8 Br isce rtd V , ° | York, as production manager. ee tes 
Belief in Fress of international communications, a|S@UUOn. He said a Tecem Oo : da tiesh ens 
: trend favored “by the govern-|SUrvey showed that only 24% have ate 
z Chicago, Dec. 5. — American} ment.” He said that the American |faith in industry to solve this N d , le 
newspapers are under public sus-| society of Newspaper Editors, of | Problem, only 14% look to the Montgomery Name MULTIGRAPHING—FILLING-IN a 
nay (| picion, because their publishers| Which he is president, is fighting|Unions for the solution and that! Wwatlace Montgomery, produc- | HKG 
rom fe 22" been pt remote,” John S.|this trend with a plan for world|1°% are undecided where to look. tion manager, has been elected ADDRESSING—MIMEOGRAPHING dies 
or ee . egy x Be Fini freedom of news. He declared —_——— vice-president in charge of_pro- fone 
; Da ews, tid some vy mem~-' “such freedom is essential for the . . duction of G. Washington Coffee 
SLY bers of the Chicago Association of prevention of future wars.” Appoint Ray-Hirsch Refining Company, subsidiary of THE LETTER SHOP, Inc. 
Sing HH Commerce yesterday. He said)" He said that in the postwar; Arthur Brown & Bro., distribu- | American Home Foods, Inc., New | 431 8. Dearborn St., Chicago, Wab. 8655 
his JJ newspapers will have to fight the| ,eriod labor will demand higher|tor of artists’ supplies, and Gem | York. 
“sinister” attacks made against 
them, and urged the publishers to 
rirls wage “a personal fight for the 
pen. things you believe in.” 
vhat Blaming the present administra- 
* tion for part of the public’s feeling 
= toward newspapers, Mr. Knight 
do said, “President Roosevelt for 12 
this years has tried to make newspa- 
Y In pers the whipping post of his ad- 
Vice ministrations. There has_ been 
hese smearing by disgruntled politicians 
and radio commentators who im- 
ply that newspapers are not saying 
Lar the things they should say and lJ 4 A V E T H | N G § 
e2- that newspapers are losing their 
power. But newspapers aren’t me 
seeking the power to dominate. 
» 1S- y © j 
They merely want to bring out the 
state true facts and steer the public on Ps SN 
> of the right courses. Few readers i/4 i 
ition leave a newspaper if its policies 
e of are sincere, Radio has no policy; S AN 
the it endorses nothing; it criticizes e 
rket nothing—it is just a facility. There 4 A uv 
ther | pave been attacks by consumer - t 
the movements who see nothing good T 0 M G 17 W 
Phe in advertising. A N A 
Sal Praises Newspapers’ Work 
irig- He declared that although the 
administration had been harsh on 
h newspapers, the newspapers are 
" to be commended for the fine job . : : aie 
they have done in backing war ...to those men in whose hands their companies They are men whose abilities are respected by 
ular drives. He called newspapers the . ° Mis . . 
vend MM “last line of defense” against those have placed the right and the duty to make their companies: their average salary is $14,000 
first who would like to see the Ameri- operational decisions. a year. 
as can press controlled as the press 
oe of foreign countries is controlled. . ° 
up “We will fight to keep the inde- ...to 125,000 Business Week management-men These BW subscribers are the men who can get 
vie pendence of the press even if it j thr times that man : m ° 
,in- (MM takes the last dollar in our till,” subscribers (and about nree Y action for you: 94% of them are at the very least 
aga: Mr. Knight asserted. He said some | associate readers) who activate such an enormous assistant heads of major departments. 
Cak- | e e . 
ier- art of American business and industry. ’ oe 
- ~ . , These figures are some of the findings of a per- 
a. The Power ese are responsible men: 3 out of 4 are major — sonal interview survey made this year by the 
ee executives of their companies . , ‘ 
f Habit P Retail Credit Corp. . . . an unbiased, thorough 
nF O apl They are mature men: 2 out of 3 are in their analysis of a 1% cross-section of Business Week's 
ance For more than 19 years, the forties or fifties. subscribers. 
— people of Southern New 
wal England have turned to } 
f an WTIC for their favorite ra- 
pro- dio entertainment. And be- 
ines 
cause these people possess a a a 
- buying income more than 
del 60% in excess of the national 
average, they comprise a 
: market which no wise adver- 
vad tiser can well ignore. When 
form you make up your next ap- 
tud) propriation, remember this... 
cord 
‘i In Southern New England 
People are in the Habit 
si of Listening to WTIC 
Vait- 
yk le 
Business Week is the one news magazine which is all business, its ae 
editors all business writers, its readers all business men... identified | 
by title and business connection, for Business Week is sold only by - = 
subscription. And Trend Studies prove that per dollar you can reach 
more (and more) management-men throughout all business and in- 
dustry in Business Week than in any other magazine. 
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Mary Meade, 
c/o Chicago Tribune 
Chicago, Ill. 


Dear Miss Meade: 


We just received a torn and battered newspaper out here in 
China that has your “easy way to prepare a tasty wartime dish: 
Creamy eggs.” 

Because of our continuous diet of army quartermaster food 
we turn to your easy way fo prepare a tasty wartime dish: 
Creamy eggs. We find it so delicious that we serve it at least 
once a day. Not only has it become popular with we Americans, 
but also the Chinese, our friendly allies who have learned 
to make this dish and find it delicious also. | might add that 

it has found a permanent place on the menu of the Chinese 
army. This dish has helped to raise the morale of the Americans 


as well as the Chinese here in China. 


Sincerely, 


Ist Lt. H. Lee Bailey 
Hq. Y—Force, APO 627 
c/o PM, N. Y., N. Y. 


a ie oe Fd 


o less popular in Chicago than thi 

letter says they are in China are 
Mary Meade’s creamy eggs, featured 
May 3, 1944 in a four-panel phot 
sequence recipe, picturing and describ- 
ing the proper way to concoct this 
ch which has since become an inter- 
national favorite. 


Famed for her appetizing dishes and 
the interesting, understandable manner 
in which she presents the directions for 
preparing them, the Chicago Tribune 
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home economics editor and her staff 
make the tood pages of this newspaper 
indispensable reading to the homemakers 
of Chicago—and help make the Tribune 
indispensable to grocery product adver- 
tisers interested in selling to the women 


of this market. 


Every day of the week, Mary Meade’s 
food articles are only one of the editorial 
attractions which win and hold the atten- 
tion of Chicago’s largest constant audience 


or women, 


Day in and day out, 
the women of this market 
turn to the Tribune for news, diversion, 
help with home and personal problems— 
and buying ideas. Thru the Tribune, you 
give your message hundreds of thousands 
more total circulation than other Chicago 
newspapers deliver. In addition, you address 
an intensely interested audience celebrated 


for its responsiveness to advertising. 


Advertisers recognize the advantages 


of addressing the Tribune’s much larger, 


MARY MEADE 
Chicago Tribune 
Home Economics Editor 


much more attentive women audience. 
They place in the Tribune more of their 
promotion budgets than they place in any 
three other Chicago newspapers combined. 
And general grocery advertisers make the 
Tribune the spearhead of their Chicago 


drives. 


To take best advantage of your ex- 
panded selling opportunities in Chicago, 
build your program around the Tribune. 
Rates per 100,000 circulation are among 


America’s lowest. 


Chicago [ribune 


CTOBER AVERAGE NET 


PAID TOTAL CIRCULATION: 


WORLD'S GREATEST NEWSPAPER 


DAILY, OVER 


980,000—SUNDAY, OVER 


1,300,000 
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THE GREATEST SELLING POWER 
WM THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


| 


Form Chemical Company 

Texas Company and American 
Cyanamid Company, both of New 
York, have organized Jefferson 
Chemical Company to manufac- 


| ture and sell chemicals made from 


| industries.” 


| chairman 


petroleum which are “likely to be 
in demand by various consuming 
W. B. Bell, president 
of American Cyanamid, will be 
of the new company, 
while W. S. S. Rodgers, president 
of Texaco, will be vice-chairman. 
Plants will be located near various 


Texaco refineries. 


‘WFA Asks 5,000 Reprints 


| distribution to its five 


of ‘LHJ’ October Feature 


The War Food Administration 


|of the Department of Agriculture 


has requested 5,000 reprints for 
regional 


offices of a six-page child nutrition 


|feature, “Has Your Child Half a 
| Hog’s Chance?,’”’ which appeared 
}in the October 
|Home Journal. 


issue of Ladies’ 
The publication 
has printed 6,000 additional copies 
to be delivered to medical, dental, 
food and charitable organizations, 
as well as to a selected list of ad- 
vertisers and agencies. 


Advertising Age, December 11, 94, 


Await ‘V-J' Day 


Before Touring, 


Californians Urge 


|}extensive list of newspapers. 


(Picture on Page 63) 


Los Angeles, Dec. 6.—The All- 
Year Club of Southern California, 
through its 1945 advertising pro- 
gram, will attempt to persuade 
prospective tourists to 
their war jobs until Japan is de- 
feated, but to start at once to plan 
for a postwar vacation in southern 
California. 

The 1945 program calls for four- 
color advertisements in Collizr’s, 
Cosmopolitan, National Geographic 
and The Saturday Evening Post, 
and black-and-white ads in an 
The 
ads will include a coupon offering 
a four-color folder, “What to Do 
and See in Peacetime Southern 
California.” 

The club last week said that the 
new plan has been developed be- 


Outstanding advertising ” 
visibility, too, goes with 
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WHY DO people reach for parade first—and read the issue 
all the way through? Subjects are first picked for their 
wide current interest. Then parade pre-edits the story — 
planning each picture, each caption in advance, to present 
the human side of the news. 


Dh ee meat Te Rs 


dramatically brought to parade readers in pictures and 
captions. Here you see a dog learning to follow footprints, 
and to carry medicine to wounded. Readership for this 
story was up to 80% among men and 6496 among women. 


OTE THE readership figures on the ad- 
N vertisement reprinted below. High 
as they may seem, they are approximately 
average figures for this advertiser’s cam- 


paign in parade! 


that prove this. 


For parade is the best-read national 
magazine section. Parade’s 2,000,000 
families are beginning-to-end readers — 
and high readership of editorial content 
carries right over into the advertising col- 
umns. We will gladly show you surveys 


sections 


Reprinted from Parade, November 14, 1243 


FROM THE SAME issue of parade, this advertisement showed 
a readership that would compare favorably even with reader- 
ship of the editorial pages of many publications! Advertisers 
have tripled their lineage in parade in three years. 


stay on| 


cause the shortage of hovw:ing 
| manpower and the like, now ' 
in southern California, wil! jp. 
crease as emphasis changes roy 
|European to Pacific warfare. A) 
available accommodations ary 
needed for war workers, an ‘ 
area is simply not in a position + 
| handle tourists. 


Tourist Business Extensiy, 


| Tourist business in the last pre. 
| war year amounted to more hap 
| $200,000,000 and supported a $509. 
|000,000 capital investment, ang 
j}about 100,000 residents then de. 
| pended on that business, according 
to the club, which has advertiseq 
the attributes of southern Califor. 
nia for 23 years. 

One virtue of the plan to change 
the “Playground Goes to War" 
campaign to a postwar trip plan. 
ning program, says the club, js 
that it will tend to keep tourists 
from being permanently diverteg 
to other resort areas and will he), 
the area to find: jobs for an estj- 
mated 500,000 war workers afte; 
Japan is defeated. 

Emphasis in the 1945 advertise- 
ments will be to induce war work- 
ers to forego vacation travel unti] 
Japan is defeated. They will stress 
the point that “Planning is half 
the fun” and that war workers 
should wait for a “real vacation” 
after the war. In this respect, the 
club adds, the campaign will per- 
form a national service. 

Don Thomas heads the club's 
advertising setup, and Foote, Cone 
& Belding handles the account. 


Irish Linens Due 
Early in 1945 


The first flax released by the 
British government for civilian 
export is now reaching Irish linen 
manufacturers, the Irish Linen 
Guild announced in New York 
recently, and will make its ap- 
pearance here early in 1945 in the 
form of household linens and dress 
fabrics. Shipments will be in 
limited quantities at first, with 
the range of items expected t 
include table damasks, sheeting, 
dress fabrics, handkerchief linens 
and kitchen toweling. No adver- 
tising is planned at present. 


Britain Names Wright 

Hamilton Wright Organization, 
New York, has been appointed by 
Great Britain to act in an advisory 
capacity in the cutting and editing 
of all British newsreel combat 
film. The film is flown here by 
British fliers and distributed, after 
cutting, through five newsreel 
companies, 
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SATURDAY MORNING 
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It’s the biggest day of the week. Every store on Main 
Street does its share, supplying the needs of pros- 
perous people intent on getting their buying done. 
Cash registers ring cheerily. Business is good. Amid 
the hub-bub, a clerk you call by nickname says 
“Sure, I'll load this into the car for you. Have you 
heard from Bill, lately?” 

Main Street in Fairview is only a quarter mile 
long. But strung end to end the Main Street shop- 
ping districts of the country’s towns and smaller 
cities like Fairview reach 4,000 miles! This huge 
market holds 52 percent of the retail stores and 
caters to the wants of many millions of Americans. 
They’ re the kind of folks who know 
what they want and where to get it 


They have the money to pay for it. And it’s a stag- 
gering proportion of the national income. 

These independent-thinking, able-to-pay families 
are the ones for whom PATHFINDER Magazine is 
published. They are loyal to PATHFINDER because 
it so aptly reflects their own ways of thought—so 
thoroughly appeals to their sense of the fitness of 
things. PATHFINDER today is stronger than ever 
with them—for it is better printed, liberally illus- 
trated, more notably edited. 

This effective news weekly is carrying more and 
more sales messages for national advertisers to a 
market fast growing in importance. 


GRAHAM PATTERSON, 
Publisher 


NEWS WEEKLY FROM THE NATION’S CAPITAL 
PATHFINDER BUILDING + WASHINGTON, D. C. 
ADVERTISING OFFICES 


Philadelphia, 230 W. Washington Sg. * New York, 420 Lexington Ave. 
Chicago, 180 North Michigan Ave. ° Detroit, General Motors Bidg. 


PATHFINDER 
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Anthracite Group 
Expands Series 
on Coal Shortage 


New York, Dec. 7. — Anthracite 
Industries, Inc., will use 110 news- 
papers twice a month in the an- 
thracite burning states of the 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,008 readers 
daily! 


* *& THE x * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


North Atlantic area through Feb- 
ruary to warn users that another 
critical shortage impends and to 
urge strict conservation. Linage 
will be stepped up from 640 to 
1,000 lines for the coal “‘messages.”’ 

The anthracite ads will point 
out that the manpower shortage 
and transportation difficulties— 
specificaly, threadbare truck tires 
and faltering truck motors — will 
make coal deliveries very difficult 
after the snow begins to fly in the 
North Atlantic states. 


No Bituminous Plans . 


Bituminous Coal Institute, Inc., 
has no plans for advertising this 
winter, said Harry M. Vawter, di- 
rector. “Bituminous plans for 
calling the country’s attention to 
the potential shortage of bitumi- 
nous coal because of the man- 
power shortage,” Mr. Vawter said, 
“were dropped after the Solid 
Fuels Administration announced 
that it would keep the public ad- 
vised on the coal situation.” 

Agency for Anthracite Indus- 
tries is N. W. Ayer & Son, New 


|} York. Bituminous Coal is handled 
iby Arthur Kudner, Inc., New 
| York. 


Kelley to CBS Post 


Don Kelley, formerly promotion 
| manager of WLS, Chicago, will 
|head the publicity and_ special 
events department of WBBM and 
CBS in Chicago, beginning Jan. 1. 
Shep Chartoc, who headed the de- 
partment, has resigned to join the 
Chicago office of Music Corpora- 
tion of America, where he will 
handle radio. production and 
“package” shows. Tommy Smyth, 
formerly of the William Morris 
Company, Chicago, has been 
named radio sales manager of 
Music Corporation for the Chicago 
area, 


Returns to Beaumont 
Warren F. Randolph, recently 
with the Marine Corps, has been 
honorably discharged and has re- 
turned to his former position as 
account executive of Beaumont, 
Heller & Sperling, Reading, Pa. 


Advertising Age, December 11. jgy 


Weir Tells Admen 
Wartime Copy Has 
No Selling Punch 


Washington, Dec. 5.— Ameri- 
can advertisers have “forgotten 
how to sell” and are producing a 
“gusher of gooey, soggy, senti- 
mental nonsense,” Walter Weir, 
vice-president and copy director 
of Kenyon & Eckhardt, New York, 
declared last week at the luncheon 
of the Washington Advertising 
Club. 

Mr. Weir said advertising had 
not made full use of its abilities 
in encouraging support of the war, 
and “when it came to selling the 
war, we became strangely flannel- 
mouthed. We forgot how to sell. 

“Tt has been a source of no little 
wonder to me that those who have 
thought nothing of illustrating, in 
advertising intended to get peace- 
time action, a cross-section of 
the human intestinal tract, have 
shrunk from mentioning, in ad- 


The Wedding of the Churches... 


The town is typical with thousands of small towns. The two century-old 
churches lacked members and revenue. The proposal to merge met with apathy 


from the old people, enthusiasm from the young. To move one building near the 


other, the youngsters dug trenches, laid the foundations; and worked in a 


canning factory to raise funds. Despite the wartime lack of labor and materials, the 


merger was accomplished, more than five thousand dollars raised in small unit sums. The 


’ 
merged church is well attended, well supported, alive and influential. ‘This inspiring story 


of initiative and independent action in a farm community is told for what it is worth—and 


Nine common mistakes that 


and verse .. 


l p lor the Farmer. 


in America... covered 


The Sap takes the Rap... 


farmers are put down in primer style with catchy cartoons 
. easy to absorb and profit by. 


programs of REA, opening vast markets for appliances and 


deserving of notice by advertising people . . 


is worth a lot!—in the December issue of SuccEssFUL FARMING. 


waste money and effort for 


. . The post-war 


machinery, are outlined. . . Along with: The Colleges Speak 


.. What is a Dairy Barn? . . . Successful Homemaking.. 


by 


. and others 


. and noted well by the best farm audience 
the circulation and service of SuccessFuL FARMING, 


Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles. 


vertising intended to get wi rtip, 
action, the fact that soldi« : 
wounded and die—America 
diers—and that the enem) 
hateful, despicable creatu: 
that these same people will 
from mentioning these thi 
fear of offending the 
sensibilities.” 

For contrast, Mr. Weir pr 
a “perfect war bond advertis 


i hovk, Sumer... (overt A Bevo 


6° War Len 


ment” which he presented 4 
Thomas H. Lane, director of ai. 
vertising, press and radio for th 
Treasury’s war finance divisio 
The poster, donated for nationg 
distribution in the 6th War Loa 
drive, depicts a civilian saying { 
a dead soldier, “Look, soldier, | 
bought a war bond,” 


Gillette Signs 530 


Stations Jan. 1 Only 


Gillette Safety Razor Com; 
Boston, will use three of 
major networks, or a total of j 
stations on New Year’s Day, t 
broadcast play - by - play descrip. 
tions of four leading football 
games of the day. Gillette wil 
sponsor the Sugar Bowl gam 
from New Orleans on the Bl 
Network, and the Orange Bow 
from Miami on CBS. 

On Mutual, the razor company 
will use 200 stations at 2 p.m 
EWT, for the Cotton Bow! gam 
in Dallas, while at 4:45 p. m 
EWT, a similar number of statior 
will carry the annual East-We 
College All-Star contest from Sa 
Francisco. Maxon, Inc., New York 
is the agency. 


Stearns to Mathes 


Frederick Stearns & Co., Ds 
troit, division of Sterling Dru 
has named J. M. Mathes, Inc., Ne# 
York, its advertising agency. T™ 
company plans wide promotion « 
pharmaceutical specialties for phy 
sicans, hospitals and the dmg 
trade. 


WHAT To Do WITH 
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MARKET : 
Plans for Ut 
the FUTURE 


National advertising NOW 
build good will for an aml 
TOMORROW in 
trade area of 
able “No, 
Carolinas, 


\ a a 
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Greens! 
590,174—a p : 
2"" Market for I H 


For substantial plans 
already been set in motion 
to ASSURE continued en 


ment and fat payrolls thr 
out fifty diversified industr 
some huge, nationally-fam« 


two states with the 


tise! liogzica market The 
and Record attain 45% c 
f the entire sales pic 


JANN & KELLEY, INC 
National Representative 


EVENING EXCEPT SUNDAY 
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It has been said that to get peace, the people of the world will have to 
wage peace as earnestly as they have waged war. 

Lasting peace will certainly not safely ride the wings of a dove or 
any other hopeful symbol. Peace is a job for the truth—and you. 
Peace is directly tied to the hard-headed reality of mankind’s better 
knowledge of man’s world. 


Men who understand each other do not fight and kill each other. 


This is why accurate delivery of the news through the world is one 
of the greatest of all day-by-day powers for peace in the world. 


IT’S TOO BIG A JOB FOR A DOVE... 


own—mightiest assets in the world community of man. 

Tireless and fearless in pursuit of the news, your daily press gives 
you a running view of world events as fast, almost, as they take place. 

No ordinary citizen on this earth has so good a chance to know his 
world as you in America have. 

Newsweek, for its part, can help you get the meaning of your news 
more fully and more usefully. Newsweek sums up your news for 
quick review—interprets it for deep significance—forecasts it with 
startling accuracy. 


. It is also why, more truly today than ever before, this country’s Newsweek can help you know your world—and so can help you 
™ magnificent working press is one of the nation’s—and one of your make it and keep it more nearly what you want it. 
! 
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NEWSWEEK... #o report, to inter- 


oret, to forecast the truth in human 
‘fairs to America’s Significant People* 


lesignating the readers of NEWSWEEK as Significant People, we 
ely compress into two words their all-around “far-above-average- 


' >’—both mental and material. The intrinsic character of NEWSWEEK 
4 icts such people naturally. Their unusual “mental acquisitiveness.” and 
: r eager interest in the new, are qualities that make them especially recep- 
w to your advertising. Qualities which have led them to NEWSWEEK in such 
, bers that its circulation has risen 78% in six years, while its advertising A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


nue (among all general magazines) has advanced from 22nd to 5th place. 
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Year-Round ‘Boom 
Slows Usual Yule 
Cosmetic Drives 


BY FRANCES JAMESON 


(Picture on Page 63) 

New York, Dec. 5.— With sev- 
eral notable exceptions, Christmas 
advertising schedules of leading 
cosmetic and perfume houses have 
not been stepped up appreciably 
from a year-round basis. Among 
reasons for this is the oft-told 
wartime story of demand in excess 
of supply, and reluctance among 
manufacturers and distributors to 
stimulate a desire for goods which 
cannot be met. 

Dorothy Gray and Tussy cos- 
metics, products of Lehn & Fink 
Products Corporation, have re- 
vealed that they plan no special 
advertising for the Christmas 
trade. Similarly Richard Hudnut 
is employing newspapers, only, in 
its holiday promotion. Yardley & 
Co. Ltd., following a practice of 
long standing, has no plans for 
increasing promotion for Christ- 
mas. Regularly scheduled adver- 
tising in line with its year-round 
campaign is being used through 
N. W. Ayer & Son. On the other 
hand, Shulton, Inc., for Early 
American Old Spice and Friend- 
ship’s Garden toiletries and Leigh 
perfumes has the largest Christmas 
advertising schedule in _ history, 
placed through Wesley Associates. 


Using 52 Insertions 

A total of 52 insertions, includ- 
ing 22 in full color, will be run in 
26 national magazines by Shulton, 
first ad appearing in the Novem- 
ber issue of American Magazine 
on Early American. Fifteen inser- 
tions will be placed on all three 
lines, captioned “Lefs Make It An 
Early American Christmas,” plus 
nine additional on Old _ Spice 
men’s, three on Old Spice women’s, 
seven on Friendship’s Garden, and 


YOUR M agazine 


Check the 


points you 
would cover if you 
were designing a wom- 
an’s magazine of your 
own. Then glance over 
Chatelaine any issue. 
You'll find that it about 
parallels your own ideal. 
It appeals essentially to 
the young modern, mar- 
ried woman. It deals 
with her home, her fam- 
ily, her appearance. It 
mantic, en- 
fiction; 


provides 
tert ining 
articles o1 


ple and _ affairs 


shatelaine 


481 University Ave Toronto 2, Canada 


New York, Chicago, Montreal, London (Eng.) 


vy; 18 on Leigh. Magazines being em- 


ployed include American, Charm, 
Collier’s, Cosmopolitan, Christian 
Science Monitor, Esquire, Fortune, 
Glamour, Good Housekeeping, 
Harper’s Bazaar, Ladies’ Home 
| Journal, Life, Look, Mademoiselle, 
|McCall’s, Modern Screen, Motion 
| Picture, National Geographic, The 
|New Yorker, Photoplay, Redbook, 
|The Saturday Evening Post, This 
Week, Time, Vogue and Woman’s 
|Home Companion. 

Coty, Inc., through J. D. Tarcher 
& Co., has built its copy around 
the phrase “Fragrance that carries 
the heart away,” using the central 
illustrative theme—an imaginative 
sleigh being wafted into the clouds 
—throughout the entire campaign. 
Four-color pages are being placed 
in Charm, Esquire, Fortune, 
Glamour, Good Housekeeping, 
Harper’s, Life, Mademoiselle, The 
New Yorker, Park East, Prom- 


endde, Redbook, Town & Country 
and Vogue. Full pages in rotogra- 
vure and in daily newspapers in 
leading cities, are being employed. 
In mass publications a few gift 
sets are featured, with class mag- 
azines promoting only one bottle 
of Coty in a gift set at $50. 

Lentheric, Inc., which opened 
its drive in September and Octo- 
ber issues of Beauty Fashion, is 
using four-color bleed spreads, 
two-color pages, and black-and- 
white pages in Charm, Esquire, 
Glamour, Harper’s Bazaar, Made- 
moiselle, The New Yorker, Script, 
Town & Country, and Vogue. 
Both men’s and women’s gifts are 
featured. Geyer, Cornell & New- 
ell is the agency. 


Mem Is Newcomer 


Among newcomers to the adver- 
tising field this year is the Mem 
Company, which late this year 
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started its first drive. Special 
Christmas advertising on its line 
of men’s toiletries is being carried 
through 200-line insertions in 
dailies throughout the country, 
rotogravure ads wherever avail- 
able, and advertisements of vary- 
ing space up to full pages in 
Glamour, House & Garden, and 
Mademoiselle. Mem plans special 
promotions throughout 1945 in 15 
national magazines. The company 
places its advertising direct. 

Prince Matchabelli, Inc., through 
Morse International, is using four- 
color page insertions in Glamour, 
Harper’s Bazaar, Promenade, The 
New Yorker and Town & Country, 
as well as making full use of coop- 
erative advertising with New York 
department stores. 

Richard Hudnut, through Ken- 
yon & Eckhardt, is running color 
pages in the magazine sections of 
newspaper supplements in the 


ma 


larger cities, together with mo, 
than 50 insertions in blac + 
white on its newly-package io. 
let Sec, Gemey and Yanky (lox, 
lines. 

Houbigant Sales Corpc 
distributor of Houbigant ' 
lucid and Chantilly, and Ch: 
Frolic and April Showers, j; 
ploying color pages in nation; 
magazines and varying space j, 
newspapers throughout the coyp. 
try. Chantilly line is being pro. 
moted in Beduty Fashion, Cosmo, 
politan, Esquire, Glamour, Har. 
per’s, The New Yorker and Toy, 
& Country, and in leading dailj 
Frolic in, Mademoiselle, Lad 
Home Journal, McCall’s, Try 
Story, Fawcett Women’s Groyp 
Photoplay, Modern Screen, Charm 
Glamour and in newspapers jp 
about 16 cities throughout the 
country; April Showers in Charpy 
Mademoiselle, Ladies’ Hom, 


@s 
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AVIATION 


for foundation coverage of aviation’s 


multiple buying influences. 


Aviation serves not just one, or two, but all four of the 


industry’s buying influences . 


ation — Maintenance 


. . Manufacturing — Oper- 


and Distribution. 


For these four functions are interdependent and inter- 


related. The men of each of them exert a vital buying 


4 influence that affects all your aviation selling — whether 
4 to the military aviation market, the air transport mar- 
4 ket, or the personal aircraft market. 

4 ; 

: Researchers, designers, engineers and production exec- 
- utives are concerned not only with the building of 


asi 


airframes and components but also with the operation 


maintenance and distribution of their products after the) 


leave the factory. Conversely, operators, maintenance: 


engineers and distributors exert strong influence on the 


designing and engineering of the planes they will late! 


sell and service. Throughout all the functional activities 


you find a close intermeshing of interests. 


That is why Aviation’s editorial policy has for 28 years 


been the serving of all the industry’s interlocking inter- 


ests ... Research, design, engineering and production 


Operation, finance, distribution and maintenance in al! 


its phases. Legislation and administration. 


That is why Aviation maintains the largest staff of edi- 


torial specialists in the field of aeronautical publishing 


| That is why Aviation has 42,000 paid subscribers repre- 


senting all functions of the industry. 


erage of all aviation’s 


To you Aviation offers comprehensive advertising cov- 


buying influences— the FOUN- 


DATION MAGAZINE on which to build your aero- 


nautical advertising schedule. 


YOUR REQUEST will bring the whole story of “AVIATION — 
foundation magazine on your aviation schedule." 
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ournal, Redbook, True_ Story, 
Fawcett Woman’s Group, Macfad- 
ion Women’s Group and Modern 
scree”, With newspaper advertis- 


ng cooperatively throughout the 
sountry. J. M. Mathes, Inc., is the 
ngency 


Helena Rubinstein, Inc., through 
settingell & Fenton, Inc., is pro- 
soting its line in color pages in 
class magazines and by 200 and 
400-line space in newspapers in 
cities where Rubinstein salons are 
jocated. A similar campaign _ is 
yeing run by Charles of the Ritz 
(Norman A. Mack & Co.), which 
employs 600-line space in six West 
Coast newspapers, and Elizabeth 
Arden, using 360 lines in salon 
cities. Chanel, Inc., through Foote, 
Cone & Belding, is utilizing about 
ave class Magazines and December 
playbills. Alfred D. McKelvy & 
Co, for Seaforth men’s toiletries, 
s using full and half-pages in 


color in Collier’s, Cue, Esquire, 
Fortune, Life, Look, Harper’s Ba- 
zaar, The New Yorker, Promenade, 
Vogue and Woman’s Home Com- 
panion. McKelvy advertising is 
placed through Morse Interna- 
tional. 

Bourjois, Inc., maker of the 
Evening in Paris line, for the sec- 
ond successive year is omitting 
newspaper advertising, and con- 
centrating Christmas promotion 
entirely in a group of about 18 
class, service and pulp magazines. 
Foote, Cone & Belding is handling 
the program. 

Revlon Products Corporation, 
through Abbott Kimball, Inc., has 
prepared no notional advertising 
on Christmas merchandise, and 
will limit December advertising 
on a national basis to institutional 
copy. Cooperative advertising with 
local retailers will appear for the 
line of nail polishes. 


E. J. Reeser Joins 
Detroit Office of JWT 


E. J. Reeser, formerly an account 
executive with Ruthrauff & Ryan, 
Inc., Detroit, has joined the De- 
troit office of J. Walter Thompson 
Company as assistant advertising 
promotion director. 

From October, 1942, to March, 
1943, Mr. Reeser served as chief 
of military publications of the 
Army Ordnance office in Detroit 
and prior to that was sales promo- 
tion manager of Nash-Kelvinator 
Corporation in that city. 


Schmidt Agency Appoints 

Joe Schoeninger, formerly copy- 
writer and contact representative 
for N. W. Ayer & Son at Chicago, 
has joined E. F. Schmidt Company, 
Milwaukee agency, in a creative 
service capacity. 


- sheet posters. A separate and ex- 
Pepsi Maker Says | tensive campaign, through 


Use of Jingle 
May End Soon 


New Haven, Conn., Dec. 5.— 
Pepsi-Cola Company may soon 
abandon its “Hits the Spot” jingle 
in favor of standard half-hour 
radio programs, according to C. H. 
Buckley Jr., owner here of the 
Pepsi franchise for more than half 
of Connecticut. 

As evidence for his belief, Mr. 
Buckley said that many big-name 
radio entertainers have been 
“plugging” the Pepsi name re- 
cently, apparently to focus atten- 
tion on themselves for future con- 
sideration as Pepsi stars. 

He said that the company is get- 
ting away from painted signs and 
manifesting more interest in 24- 


_ 


AVIATION NEWS 


for intensive coverage of aviation’s 
10,000 key men. 


The 10,000 paid subscribers of Aviation News offer you 
one of the most influential buying groups in U. S. indus- 
try today. They are the top executives of our aircraft 
builders, and of the plants that supply them with en- 
gines, propellers, parts, equipment, instruments and ac- 
cessories. They are the military officials and civilian 
administrators who direct our government’s huge and 
expanding interests in aviation development. They are 
the leaders and planners of U. S. airlines. They are the 
key distributors of tomorrow They are the men who 
control the buying decisions in the many, many busi- 
nesses that have a vital stake in the future of aviation. 


To these leaders, Aviation News supplies each week the 
informational background so essential in decision-mak- 
ing, in market-planning, in laying the groundwork for 
aviation’s future. 


Aviation News (the only aeronautical weekly) was 
created specifically to speed the news and its implica- 
tions in fast, readable, interpretive reports to the men 
who are molding the postwar shape of aviation. 


Every one of Aviation News’ 10,000 key audience sub- 
scribed to Aviation News within 10 months after its first 
issue. This is a circulation record without precedent in 
its field. For remember, Aviation News’ subscription 
rate is $5 a year, not the usual $3. And its circulation is 
truly selective, subscription sales being carefully con- 
fined to the very top of aviation’s management men in 
ndustry and in government. So swift has been the ac- 
eptance of this new-to-aviation journalism, that within 
ts first year Aviation News has been accepted for mem- 
bership in the Audit Bureau of Circulaticns. 


To you Aviation News offers timely, direct and intensive 
overage of the top men of the industry. 


AIR TRANSPORT 


for intensive coverage of our swiftest- 


growing transportation market. 


In the span of less than 20 years a new, major transpor- 
tation industry has been developed — bringing you huge 
new markets and marketing potentialities. Air transport 
has taken its place alongside the railroad, marine and 
automotive industries as one of our great public carriers 
of people and cargo. 


Air Transport serves the builders and planners of this 
swiftly-growing industry —and serves them to the exclu- 
sion of all other interests. Among Air Transport’s 10,000 
paid subscribers you find the administrative heads, oper- 
ation and line maintenance and overhaul executives, en- 
gineers, designers and their key supervisors and person- 
nel—the financial and legal interests who back them—the 
military and government authorities who promote air 
transport expansion—the planners and builders of the 
$800,000,000 program for airport and airway facilities — 
the transport manufacturing executives and the key men 
of thousands of manufacturing suppliers to the industry. 


Within its first year, Air Transport has become the strong 
national voice of its industry. To the extent that air 
transport’s key men have fully subscribed to its 10,000 
paid (A.B.C.) circulation. This is a record of unusual 
significance (1) because circulation is carefully confined 
to airlines men, aircraft and parts manufacturing execu- 
tives, military and government authorities and (2) be- 
cause Air Transport’s subscription price is $5 a year 
rather than the traditional $3. 


To you Air Transport offers direct and intensive adver- 
tising coverage among the builders of this specialized 
business. 


McGRAW-HILL PUBLISHING CO., 330 West 42nd St., NEW YORK 18, N. Y. 


YOUR COPY of “Aviation’s 10,000 Key Men" is waiting. 
Ww for it. 


YOU'LL WANT all the facts. Ask for "The Builders of Air 
Transport." 
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panel ar 
posters, radio and newspapers, is 
now devoted to use of Pepsi as a 
fountain drink 
glasses, he said. 

He pointed out that Pepsi pres- 
ently maintains three large serv- 
icemen’s centers, at which the soft 
drink, hamburgers, writing paper, 
and some other items are distrib- 
uted free, in Washington, San 
Francisco and New York. The a we 
New York center is in Times i. i 
Square, where Pepsi has a large g : 
sign in a conspicuous position for- 
merly occupied by Coca-Cola. 

Mr. Buckley said that holders of 
Pepsi franchises spend from three 
to six cents a case on advertising. 
There are about 450 Pepsi plants 
in the nation. 


served out of a 


G-E Names McBride 


J. F. McBride has been ap- 
pointed sales manager of the range 
division of General Electric Com- 
pany, Bridgeport, effective Jan. 1. 
He has been with the company 
since 1929, most recently as editor 
of the publicity department of the 
general office. 


PRIZE 
WINNERS 


in 
ARTHUR B. CHURCH 
PRODUCTIONS 


Transcribed Library 
Name Contest! 


FIRST PRIZE — 
$500.00 WAR BOND Sica 
Bayliss Corbett 
Radio Station WNAX 
Sioux City, Iowa 
For the name “Tune Chasers” 


RUNNERS-UP 
$25.00 WAR BONDS 


Pic. Maurice Glickman 
San Diego 40, California 
and 
Harriett M. BeLille 
Compton Advertising Co. 
New York City 
For the name “Merry Music Makers” 


| 
Donald B. Harter 
Lever Brothers Company 
Cambridge, Mass. 
For the name “Novelty Minstrels” 


* 

Louis H. Roth 
National Contest Bulletin 
New York City 
For the name “Music Venders” 


* 

Rae Ellbroch 
Franklin Bruck Adv. Agency 
New York City 
and 
W. F. Ludgate 
Radio Station KWK 
Ferguson, Missouri 
For the name “Rondoleers” 


ALSO-RANS 
$25.00 WAR BONDS 


Joe Leonard, WNOX, Knoxville, Tenn. 

Gus K. Bowman, Byers & Bowman Adv. 
Agency, Columbus, Ohio 

Helen M,. Caulfield, Dancer-Fitzgerald- 
Sample, New York City 

Eleanor Butler, Columbia Broadcasting 
System, New York City 

Herbert C. Rice, National Broadcasting 
Company, New York City 

Roy Murray Schwartz, Wa erbury, Conn 

Saul Reiss, Brooklyn, N 

C. J. Woodworth, United Broadcasting Co., 
Cleveland, Ohio 

Philip C. Kolb, Levy Brothers & Adler 
Rochester, Rochester, N. Y 

R. Bruce, Waltham Watch Co 
lass 

William A. Arter, Jaeger Machine Co 
Columbus, Ohio 


, Waltham, 


FINAL JUDGES 
B. L. Hupp, Cl man of Board 

Le W ile B t ¢ 
W [rT Kre President 

Potts-] Advert ne ( 
M rell ¢ Pre 

IC as Cit \ t ! © Sa Cl 


ANNOUNCEMENT 


t 
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ARTHUR B. CHURCH PRODUCTIONS 
Pickwick Hotel, Kansas City 6, Mo. 
Prize Winne nere t ecause of 
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a Price Resigns as 
oa Sears’ Mail Order 
j Sales, Ad Mgr. 


ing manager for Sears, Roebuck 
& Co. 

| G. W. Cunningham, who has 
| been handling special assignments, 
| will succeed Mr. Price as advertis- 
ing manager for the mail order de- 
partment, but no successor has 


‘ Chicago, Dec. 5.— Arthur Price| been chosen to head the depart- 
— are announced this week that he is re-|ment’s. sales office, Sears an- 


signing, effective soon after the | nounced. 


first of the year, as general mail 


order sales manager and advertis- | Christmas Day for a month’s vaca~- 


| tion in Mexico, after which he will 


BERTON 


|remain with the company no later 
|than March 1. He has not made 
plans after that, but definitely 
will not retire, he asserted. 

The position of general mail 
order sales manager was newly 
created for Mr. Price when he 
joined Sears more than five years 
ago. The position was later en- 
larged to include the advertising 


ham until then had filled. 
Shake-up May Result 


Mr. Price said he will leave} 


managership, which Mr. Cunning- | 
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, will occur, but that there will be, = 
little change, at least in om formal | Desk-Side Chats 
jorganization, in the advertising | . 
end of the mail order department. | and American Art 
| Mr. Price’s resignation an- < . 
|nouncement comes at a break in| 
the department’s work year. The Key Upjohn Drive 
January, 1945, “flyer” is at the} Kalamazoo, Mich. Dec. 5.— 
|printer’s and the semi-annual|Greater confidence in modern 
spring catalog has gone to press,| medicine and a closer doctor- 
Mr. Price said. Work has not yet! patient relationship in these “‘war- 
started on the catalog to be issued | busy” days are the aims of a new 
'for the fall of 1945, he added. series of four-color page ads 
Prior to joining Sears, Mr. Price | Upjohn Company, pharmaceutical 
was general merchandise manager | firm, is launching this month in 
of Hearns Department Stores in| five national magazines. 
New York City and Newark, N. J. The first insertion will appear 
Earlier he served with the New|in the Dec. 9 Saturday Evening 
| York Herald Tribune, first as sales | Post, and subsequent ads will run 
promotion manager and later in|in early 1945 issues of Hygeia, 
charge of the retail advertising di- | Life, Parents’ Magazine and Time. 
vision. Earlier assignments in-/| The series will be titled “Your 
cluded sales manager for the} Doctor Speaks.” 
Namm Store, Brooklyn; advertis- | 
Major Artists Illustrate 


|ing manager of Kresge Depart- 
iment Store, Newark; of the Na- 


tional Department Store, Brook- Capitalizing on current heiement 


- 


“BROWNE “s 


ADVERTISING 


CHICAGO 


DEL. 3800 tion of the 


| Sears’ officials would not indi-|lyn, and of Abraham & Straus, 
‘cate whether or not the resigna- | Brooklyn. 
tion would result in reorganiza- 


sales setup. It is) Canterbury Press Moves 
understood that some perhaps ex- 
tensive changes in sales direction 


Canterbury Press has moved its|art, Upjohn will illustrate the 
New York office to 122 E. 42nd St. | educational ads with paintings by 


in the dramatic results at the front | 
with penicillin, blood plasma, sulfa 
drugs and new medical and sur- 
gical techniques, as well as on 
public interest in contemporary 


é 


, 


PLASTICS FOR VETERANS’ HOBBIES 


“More servicemen will be found working 
in plastics—now the most popular hobby 
of all—than in all other materials com- 
bined.” Thus does Modern Plastic intro- 
duce the subject of “Hobby lobbying” 
in plastics. Able-bodied and wounded 
veterans, both male and female, have in- 
dicated an enthusiastic acceptance of the 
idea of working in plastics—turning out 
book ends, buttons, rings, pins, boxes, 
identification tags, ete. etc. At present, 
this activity is concentrated around the 
12 U.S.O. Centers in the Chicago area. 
Present interest in plastics handicraft 
may form the basis for small businesses, 
postwar. 


HARD CHROME PLATING 


The use of hard chrome plating on 
plastic molds offers many advantages. 
Chrome plated molds do not adhere to 
moldings. Their surfaces are harder, do 
not mar readily. Gives long life to tub- 
ing heads, dies and worm screws used 
in the extrusion of rubber and synthetic 
rubber. Also, a time saver and a wear 
saver on moving press parts, etc. 


} 


| 


| 


| 
| 


AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


SEEDS IN THE FIELDS OF PLASTICS 


TUNING-IN PLASTICS 


Radar and other electronic instruments 
are eating up many more electronic tubes 
than civilians consumed before the war 
—that is why there are few tubes for your 
radio set on the market, and that is also 
why new ways had to be found to pro- 
duce tubes more quickly. Plastics are 
used for tube bases and one molding 
company has developed a completely au- 
tomatic system for producing these plas- 
tic bases. While the complete output is 
now devoted to tube bases, the system 
offers obvious advantages in the produc- 
tion of other items after the war. 


SOMETHING NEW 


Chrysler Corporation has developed a 
brand new plastics production machine. 
This machine will injection mold thermo- 
plastics and thermosetting materials, as 
well as extrude both types of plastics. 
Although, so far, used only on a pilot 
plant scale, this press gives a new dimen- 
sion to plastics producers and is an ex- 
tremely flexible and versatile unit .. . 
will probably prove to be an influence 
in the industry. 


ADDITIONAL PLASTICS PRODUCTS 


(1) Parts for thermostatically controlled 
automatic window ventilators. (2) Head 
and base of soap dispensers. (3) Lanaset 
—a material which protects wool against 
shrinkage. Once applied, is permanent 
for life of fabric through both launder- 
ing and dry-cleaning. (4) Alternating 
static-vent drain—keeps water out of air- 
craft gasoline. (5) Lucite reservoirs and 
sighting apertures in flow oil lines, auto- 
matic boilers, ete. (6) New turret of 
transparent plastics for tail gunner on 
the B-17. (7) Colored plastic fixture con- 
nectors and grounding connectors. (8) 
Children’s bibs of transparent Lumarith. 
(9) Ventilating tooth brush holders. 
(10) Portable air vents of resin impreg- 
nated fabrics. (11) Handles for Army 
spotlights. 


SEEDS 


Should the subject of any of these scat- 
tered briefs prompt you to seek complete 
details — please feel free to call upon 
Modern Plastics’ staff members. Your 
inquiry will be accorded prompt and 
personal response. 
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CONFIDENCE — Upjohn Co.'s ney 
series of four-color pages, of which this 
is the opener, aims at greater conf. 
dence in medicine and a closer docto,. 
patient relationship. 


leading American artists, selected 
as appropriate for the message jp 
the copy. 

In the form of a ‘“desk-side” 
chat between doctor and patient. 
copy will sum up recent medica] 
advances in preventing and con- 
quering specific diseases, such as 
pneumonia, cancer or rheumatic 
fever. Each ad also will contain 
precautions the layman can take 
to avoid the disease. The first ad, 
on pneumonia and illustrated with 
a painting by Wilfred S. Conroy, 
reveals that “since the use of sulfa 
drugs which now conquer most of 
the 32 types of pneumococcus 
pneumonia, deaths have been re- 
duced by 50%.” 

William Douglas McAdams, New 
York, is the agency. 


‘News-Journal’ Applies 
to FCC for FM Outlet 


The News-Journal Corporation ' 
Daytona Beach, Fla., publisher of 
the Evening News and Morning 
Journal, has applied to the FCC 
for an FM station on 49,100 kc.,t 
be constructed in 1945 at an ap- 
proximate cost of $70,000. 

According to Herbert M. Davit- 
son, editor, an agreement has bee 
signed with General Electric Com- 
pany, reserving a priority numb 
and equipment, including a 3,) 
watt transmitter and an antenna 
on a 150-foot tower. 


Moser & Cotins Named 


Lees-Cochrane Company, In 
Utica, manufacturer of rugs a 
carpets, has appointed Moser & 
Cotins, Inc., Utica, to direct adver- 
tising, effective Jan. 1, when t 
Charles P. Cochrane Company and 
its affiliate, the Blueridge Conm- 
pany, will consolidate. 


Fs 


They Won't Hate 


unless they are covert! 


Any smart hen knows you c: 
hatch eggs unless you co‘ 
them. Any smart sales mane 
knows you can't develop § 
unless you cover your mar 
with advertising. 


2ZRsa 


Tampa and St. Petersburg © 
one retail market and 

Petersburg represents 40% o! 
income and sales. No Tam? | 
newspaper, however, has | 
much as 800 daily circulat! ” 
here. To cover St. Petersb' 

you must use St. Petersb 

newspapers. It pays to w * 
both sides of Tampa Bay. 


ST. PETERSBURG, FLOM 
"TIMES (M & $) a 

~ INDEPENDENT (E 
Theis & Simpson Co., 


In Florida by V. J. Obenour, Jr., J 
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STITZER, Wisconsin: Mr. and Mrs. Leslie 
Brechler, with their two teen-age boys, are 
farming 485 acres. Living in a modern farm 
home with electricity, gas stove and running 
water, they have two cars and a truck, trac- 
tor and other farm machinery. Last year 
they raised 140 hogs, are currently milking 
90 cows with three milking machines. Mrs. 
Brechler (sister of Mrs. Ginke in Oshkosh) 
has 250 registered White Rock chickens. 


RAIRIE. FARME 


| # SINCE >—}> 1841 CHICAGO 


‘ BURRIDGE D. BUTLER. President 


OOD roads have brought city man and farmer to- 
G gether in more than a physical sense. They look 
pretty much alike, and their interests, tastes and needs 
are of similar pattern. Most of them have sprung from 
the soil; so there are no sharp dividing lines among 
“Lincoln Land” folks. There are 14,000,000 of them— 
plain, wholesome, hard working, direct thinking people. 


More specifically, ‘“Lincoln Land” comprises the 
350,000 families who subscribe to Prairie Farmer; the 
folks who write a million letters a year to WLS; the 
65,000 people who came to our picnic in Noblesville, 


Indiana; the 100,000 people whom we have entertained 


at a single cornhusking contest; the 1,265,000 who 
have seen the WLS National Barn Dance; and the 
6,100 who turned in 50 pounds of scrap paper to see a 4 
Prairie Farmer-WLS show in Ottawa, Illinois. F 


How can you most effectively send your sales mes- 
sage directly to these prosperous families of ‘Lincoln 
Land”? Through the two great media that serve its 
people: Prairie Farmer for more than a century! WLS at 


for more than a generation! Both have given “Lincoln 
Land” folks the kind of entertainment, news, markets 
and other services that have won their complete con. 
fidence and loyalty. Each is a powerful selling medium 
in its own right. Combined...as a team... they 
exert an unmatched influence on buying habits through- 
out “Lincoln Land.” 


White for this Book 


To learn more about these folks and 
the ways they have been influenced 
hy Prairie Farmer-W LS, shown their 
confidence in us, write for the book- 
let: “These Are the People of Lincoln 
Land.” Prairie Farmer-WLS, 123 
Washineton Blvd., Chicago 7, Ill 
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Harry O’Mealia Jr. has been|ceeding his father, the late Harry|management of Grace O’Mealia 
appointed general 


Advertising Age, December 11, 194 


Company, Jersey City, N. J., suc-| business is under the temporary 


Harry O’Mealia Elected O’Mealia Outdoor Advertising|the Army serving in France and B f R f 
enfon Retutes 


manager of|O’Mealia. He is at present with| Nokes. 


VOU CAN'T SELL 
OHIO WITHOUT 
CENTRAL OHIO 


Attack by Press 
on Ad-Free Radio 


Chicago, Dec. 5.—That the pub- 
lic has a right to “free air” is dan- 
gerous nonsense; subscription radio 
is not an attack on radio adver- 
tising. These points were empha- 
sized by William Benton, president 
of Musak, Inc., in defending the 
subscription plan for FM radio 
programs uninterrupted by com- 
mercial announcements. 

The former agency executive 
dispatched letters recently to the 
New York Times and Time, Inc., 
in reply to articles that appeared 
in the publications describing the 
new system. Mr. Benton’s asso- 
ciates in the plan are Robert 
Hutchins, president of the Univer- 
sity of Chicago; Beardsley Ruml, 
economist, and Chester Bowles, 
OPA director. 

To the New York newspaper, 
Mr. Benton wrote: “Subscription 


The Case of 


Walter cs) Winchell 


[i PROVES A POINT THAT STATISTICIANS CAN ARGUE ABOUT FROM HERE TO BREAKFAST | 


"THE newest Hooper report lists no “‘first 15"’ for Now look at these figures from the last CAB report. 


the period ending November 15: it seems there This covers 81 towns of 50,000 and over—a mighty 

was an election. big chunk of the U. S. market. 

However, Mr. Hooper lists as the “first 4” in his Bob Hope (NBC) . . 23.5 

preceding report: Fibber McGee and Molly (NBC) . 22.3 

Bob Hope (NBC) . . 25.8 Walter Winchell (Blue) . . . 19.7 

Fibber McGee and Molly (NBC) . 25.6 Charlie McCarthy (NBC) . . . 18.9 

Walter Winchell (Blue) . . . 25.3 Joan Davis—Jack Haley (NBC) . 18.2 

Lux Radio Theatre (CBS) . . . 23.1 Lux Radio Theatre (CBS) . . . 17.6 


Some folks whose interests don’t lie in promoting the 
Blue Network have been known to suggest that Mr. 
Winchell is a radio “‘freak.’’ His consistent appear- 
ance near the top of the heap is rumored to be the 
result of a combination of circumstances likely to 
happen about as frequently as the blooming of a 
century plant. 


You know what that means? It means that almost as 
many folks are gathered around radios in these 81 
towns listening to a Blue Program as listen to NBC’s 
best. More than listen to CBS’s best. These are /is- 
teners. People. People who buy things. Not statistics, 
not topographical aberrations, not electronic phe- 
nomena—but people. More than you can reach by any 
All of that, Gentlemen, is just smoke in your eyes. means but radio, and as many as any radio network 
The truth of the matter is that Walter Winchell can reach in these vital markets. 


proves a very potent point for the Blue Network. Well, it proves again that the Blue can do it. The 


The point can’t readily be disputed. facilities are there. In the last analysis the only thing 
The point is that in the major markets of the nation, that divides the major market audiences of the three 
where radio competition is keenest, Walter Winchell top networks is the twist of the dial. That means pro- 
proves the Blue can do as well as any network. grams. So—GIVE US THE SHOWS. WE HAVE THE 
Research men, reach for your coverage maps! FACILITIES T oO DELIN ER OU THE LIST ENERS— 
Physicists, snatch pencils and start to calculate! Geo- FOR LI el MONEY er ad phe by oo rele ogee ™ = 
CHELL. WE DO IT WITH DREW PEARSON (IN SPITE 


graphically-minded salesmen, cook up things about “retell igor sei > wen oe > cae 
topography! But bear in mind that no matter what OF YOU -KNOW-W HAT). WE DO IT EVERY WEEK- 
DAY MORNING. 


you “prove,” there sit the listeners to the Blue on Sunday 
at 9 PM—514-million families of 'em. See what we mean? 


Uf NETWORK 


radio, you say .. . ‘injects a po, 
tax on radio—the payment of , 
fee in order that the public nigh; 
enjoy what is already free ap; 
their property —namely, the ai; 
This, I submit, is nonsense ap; 
dangerous nonsense. Freedom ; 
too big a word to be bandie 
about; or to be assumed as <ome. 
thing which is the exclusive re. 
sponsibility of anybody—whiethe, 
networks or newspapers or broad. 
casters or advertisers. The ‘gj; 
may be free. But broadcasti; 1g 
certainly is not, It must always jh, 
paid for ... somehow. Under oy 
present system, people pay fo, 
radio through their purchase 
radio-advertised goods, all listen. 
ers having to submit to the inter. 
ruptions of copnmerctal announce. 
ments.” 


Public’s Reaction Sought 


Declaring the subscription play 
is merely a different method of 
paying for radio, Mr. Benton saiq 
“All we ask is to give the idea 3 
chance to prove itself out with the 
public. If we,do not fill a reg) 
need, that will‘soon be decided fo; 
us by the public. This is the tra. 
ditional American way. It is the 
way that built our economy. It js 
all Mr. Ochs asked when he bought 
the New York Times.” 

He said the request for three 
FM channels was not “crowding” 
the spectrum in the face of the 
20 or more new FM channels that 
will be sought in New York after 
the war. Nor did he agree that a 
“poll-tax” question was involved 
when “those who do not choose to 
pay five cents a day will have 
their full choice of advertising. 
supported programs, as they have 
today, and more of them.” 

In refuting the Time magazine 
article, which asserted that the 
plan is “the first determined attack 
on radio advertising in the U. §.,” 
Mr. Benton asked, ‘Do your edi- 
tors regard the Reader’s Digest as 
an attack on magazine publish- 
ing?” 

He outlined the policy of the 
subscription plan as being “for 
those segments of the public (1 
who would like continuous music 
available to them, both concert 
and popular; music when they 
want to listen, for as long as they 
want to listen; (2) who want 
many cultural and_ educational 
features at convenient listening 
times, and (3) who would like 
some radio uninterrupted by ad- 
vertising.” He emphasized that 
“all this is proposed as an addi- 
tional service to the radio audi- 
ence, rather than something to be 
substituted for anything else.” 

Mr. Benton pointed out that the 
subscription radio service would 
include publicity of commercial 
programs “of merit on other sta 
tions.” He said, “All we propos 
to do is offer the audience a choice 
If, in so doing, we provide c mpe- 
tition for poorer programs, or u 
we offer music to listeners wh 
want music instead of talk, 
even if we attract listeners wh 
now decline to listen to comme!- 
cial radio, this can hardly be calles 
‘a determined attack on radio at- 
vertising.’ ” 


Payne of FCC Joins 
Finch Facsimile 


George Henry Payne, a forme! 
FCC commissioner, and a directo! 
of Finch Telecommunic:tions 
Passaic, N. J., has been elected 
vice-president of Finch and chall- 
man of the company’s adv1s0l) 
board for those newspapers esi 
ing to inaugurate facsimile » 
connection with their regular puo 
lications. 

Mr. Payne, author of “The His 
tory of Journalism,” and torme 
owner and editor of Forum, ©°rve 
with the FCC for nine years un 
June, 1943. He has also written 
and lectured on radio and jowrn 
ism at leading universities. 


Ken Church Appointed 
V.P. of Station WCKY 


Kenneth Church, for th 
three years general mana 
WKRC, Cincinnati, has resig 
become executive vice - pré 
of WCKY, Cincinnati, succ 
Fred Palmer, who has ente! 


| agency field in Cincinnati. 


Mr. Church will be succ: eé 
at WKRC by Herman Fast, *° 
|merly director of sales for t! 

| tion. 
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ae ROM basement to roof-top, today’s homes __ the lowest in the proportion of families living 
rst are alive with needs. People are talking in apartments. 
ropose é e e 
hoice mprovements, mod- . . 
mpe- about appliances, repairs, improve ts, mod Moreover, Milwaukee has a newspaper which 
or if ization. waiting news ; : . . 
Big: Ce: Feey se pst anne : is read in a greater proportion of its homes 
mS om and conveni- 
bo of new prowess bad add c ort and ¢ - than any other one newspaper in any city of 
allea e 4 
at ence to home living 500,000 or more population. 
There’s no question about where you can most More than 9 out of 10 families in the ABC 
| successfully sell to these buyers of home City Zone read The Milwaukee Journal reg- 
“ te 2 : : : . , . : 
a products. It’s in the home, especially in the larly. It is carrier delivered to five times 
= private home and the owned home, rather as many homes in the area as any other news- 
esi than the apartment. paper. Reaches eight times as many families 
pub , ; j i 
al For these reasons Milwaukee is one of the 1” the area as any magazine, or more than any 
- most advantageous markets for home prod- 40z€n magazines combined. 
unw . v . 
ite ucts. Among the larger markets Milwaukee If you make anything for the home, Milwau- 
rates with the highest in home ownership and kee’s family newspaper should be in your 
ig the quality of its homes. It rates among advertising plans, today and post-war. 


THE MILWAUKEE JOURNAL 


National Representatives, O’Mara & Ormsbee,Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
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By STANLEY E. COHEN, Washington Editor 


OPA Holds Firm for | batteries with a minimum of pub- 
Prewar Price Levels | licity to save the War Department 
Washinaion tee 7.—Probabiy the problem of explaining the sur- 
pepegar et Fs: 1 fe FOoa'Y | plus to harassed battery plant 

no one incident better illustrates workers. Naturally, when certain 
re ge ~<a cade’ tee Senators heard that batteries had 
A idan bees been offered to a selected list of 
early 1942 ceilings on new COn= | 999 firms, they asked a lot of ques- 
Sommer’ goods Mas the meeting of tions. Mr. Hilton undoubtedly 
piano retailers last week, when it meant well. and he may have used 
Sans adie oe ae ie eubtie aioe wisdom in’ selecting his list, but 
war prices despite a 13% boost perhaps a first-rate advertising 


‘ : agency could save both Treasury 
or ae ae Bagh eer ger yarn and War Department a lot of grief. 


Backfire: Anti - administration 
|campaign literature asserting that 
the government’s suit against fire 


|insurance companies poses the 


question of socialism vs. free 
enterprise gives Attorney General 
Biddle a chance to expound his 
|official concept of the Sherman 
Act. Branding the fire insurance 


/companies as ‘a private collectiv- | 


ism” which determines who shall 
do business and at what price, Mr. 
Biddle says “An essential part of 
| the individual free enterprise sys- 
|tem is freedom to compete.” Mr. 
Biddle claims the fire insurance 
| people “treated as outlaws” those 
|who tried to compete. “A free 
enterprise system is incompatible 
| with restrictive price agreements 
|or coercive measures to exclude 
|outsiders,” he declares. Project: 
| Navy contracting officers are plug- 
ging the new “no-cost” termina- 
tion settlements. Under this plan 
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contractors waive claims for pay- | Paper: With reconversion st 


ments on uncompleted portions of|the paper outlook for ear); 


|their contracts, recouping their) year is ugly. Even if pulp p 


expenses by income tax deductions tion remains steady here, ( 
or in the renegotiation of com-|has already decided to cut hi 
pleted contracts. |ports in order to supply 
a. _* | Britain. Military munitions 
Climax: Still going strong is the | duction will continue to us« 
FTC action against Willys for | quantities and of course no 
possession of the name Jeep: So! from Sweden is in sight. Pers 
far, Willys has done all the talk- |For those interested, respons 
ing, but FTC people expect that | for collection of kitchen fa 
all the evidence will be in by the| shifted from WPB to War 
end of January. Point of discussion | but the drive continues. A] 
now is: Is today’s Jeep the same| War Department has now 
Jeep Willys designed before the| lished 25 volumes of the set 
war? Progress: Demand for 100-|} which will record operatic 


octane gasoline and new cracking| AEF divisions in World War 


processes have resulted in many |For interested veterans, the 
new by-products from crude oil.| be had from the Superintenc 
Before the war, the Petroleum! Documents, Washington. 
Administration for War points out, Ve 

every 42-gallon barrel of crude Pastime: Everyone here i 


yielded 18 gallons of automobile | guessing the meaning of the Stat 


gasoline; today it yields only 10.|Department changes. One 


ating, small increases are granted 
to manufacturers who can make 
out a good case for them, but they 
are not passed on to the consumer 
unless the government is con- 
vinced that the distribution ma- 
chinery is unable to absorb the 
grant. In the piano case, OPA 
decided on the basis of compara- 
tive current and prewar earnings 
of retailers that they could pay 
the 13% and still make a “fair and 
equitable” profit. 

In the face of OPA’s position, 
some industries such as the elec- 
tric iron people, are not asking for 
adjustment on new products. 
Others feel it necessary to pass 
increased costs to dealers or con- 
sumers. 

Some idea of how industry talks 
back is gleaned from a WPB meet- 


IN SELECTING A BUSINESS PAPER 


to most effectively reach the 


METALWORKING MARKET 


ing at which vacuum cleaner man- 
ufacturers chided Chester Bowles 
for asserting that new production 
techniques can offset costs. Manu- 


techniques can be used as soon as 
production gets under way. High 


facturers do not believe that these B * A L ¥ Z E 


level production can be achieved 
more rapidly if prewar models, 


equipment and _ techniques are ine plant a E M A 
used. As it is, they say, with low Deter™ E T 


volume, man-hours per unit will Ly 7 Covetags® 


be very high during the first year 
after V-E Day. 


suggestion that the sale of surplus Chee 
property should be a goldfish bowl ce . 
operation. The case in point is 
the experience of Treasury’s 
Homer Hilton, a man with 24 y 
years’ background in all phases of 1) Stu 
marketing and selling, who suc- ° 
cumbed to the tears of an Army 
officer who found himself with a 
legitimate temporary surplus of 
flashlight batteries at a time when 
fresh batteries were on the critical 
shortage list. Obligingly Mr. Hil- 
ton agreed to sell the 20,000,000 


> a + 
ure 
Dilemma: For unknown rea- 3- Meas spilities 
sons, even smart business men Poss 
seem to run into difficulties in 
understanding Bernard Baruch’s \ the Men It 
Who Read 


* YOU APPEAL TO 


when you advertise in 
The Playbill. | 


The people who make the 
wheels go ‘round, represent- 
ing the management of the 
many and varied enterprises 
of this country, are theatre- 
goers. 


* 


It is their favorite relaxation, 
and they go quite often. 


The Playbill is one medium 
that gets to them all. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 


FOO OK I KOK 


MATERIALS 
EMPLOYMENT 1 
PE oe Lt 
# ¢ ¢ 


VALUE OF 
OUTPUT 


> AL 


INDUSTRIES 


against all other tndustries 


To evaluate the market opportunity in an industry 
properly, you first need to know its relationship to 
other important industries. Compared with the 
Food, Textile, Chemical or any other industry Metal- 
working, before the war, was by far the nation’s 
biggest—biggest in employment—biggest in ma- 
terials purchased—biggest in value of output. 


Since 1939, all industries have grown. Metalwork- 
ing has not only maintained its lead, but actually 
gained at a faster rate than all other industry. 
Metalworking is the market reached by STEEL. 
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vation is that it presages in-,cisco. Others: Joseph J. O’Connell|nals and circulars may cause re-| : 5 Sica : aaa 
ration of many functions | Jr., Treasury general counsel, suc-|tailers and mills to mislead the Feldon-Beirnes Beeler = sn bed merges ns 
d on by war agencies into|ceeds John L. Sullivan in charge | purchasing public, FTC says.| Makes Appointments and will be located St i. 
permanent structure of the|of the Bureau of Internal Revenue.| Memories of the great FTC strug- | The Feldon-Beirnes Publishing address Dec. 15 ; _——— 
nment. It looks as if some Arthur C. Roy, former sales pro-| gle with the Good Housekeeping | Compan Inc Chics, . blishe | ese 
» Rockefeller projects in Latin motion manager of G-E air condi-|seal of approval are touched by er - : ja N selena “we coed " 
ica, and the OWI overseas | tioning, Bloomfield, N. J., is assist-| an action against a New York fur- | tigers. has lainitae esse t. Jimison Named President 
ties, would come under the | ant director of the WPB consum-|rier who is told that he must stop ment of re ‘is C. Mill m9 eee ° ‘ 

of Assistant Secretaries | ers durable goods division. John} advertising that all his furs are | vice- cn A wc ga ‘Hectri Begin of Ad Managers Club 
efeller and MacLeish. Com-|D. Hymans, chief of station rela-|tested by Good Housekeeping | cations Inc Pons! fareaavae oy the W. A. Jimison, Borden Com- 
: Department and State wil | tions for the OWI radio bureaujunless they actually are. The | Chicago office of Chain Store Age.|P@ny (Chicago milk division), has 
b FEA’s functions, with As- | since June, 1943, has resigned. He| Commission has found that Char- as western manager . been elected president of the Ad- 
t Secretary Clayton holding | came here from Foote, Cone &|lotte, N. C., printers used the B. E. Babbitt nad been a inted vertising Managers Club of Chi- 
whip. People: Two former | Belding. Lee Rollins Fleming, who | familiar “Franklin Printing Cata-| egitorial director of the gp te cago, succeeding Richard F. Drake 
n and a flock of radio and| helped set up the program for sale} log,” published in Salt Lake City,]He is leaving the Smalle War Felt & Tarrant Mfg. Company. : 
paper people were among the | of surplus textiles at the Treasury,/as the basis of a price fixing Plants Conmcetiion whawe ie dhs Other officers named include: 


arrivals at Leyte in the Phil- | is returning to Marshall Field & | agreement. director of the industry survey Vice-president, Harry W. Frier, 
es. 7. re to gpa) a Co., Chicago. ee oe division. Before that he was di-| Chicago & North Western Railway; 
paper tor were Sarl £1. * 2 3 Rogers Joins D-F-S rector of research for the WPB in| S¢cretary-treasurer, James F. Eads, 


spots Boe, Page ge al FTC Doings: Merck & Co., Rah-| John L. Rogers, formerly prod-|Chicago. He was formerly sales|ternational Cellucotton Prod- 
department and “Arthur Far-| way, N. J., is accused of dissemi-|uct advertising manager of Vick|manager of Boynton Company,|UCts, and recording secretary, 
. formerly art director for| nating false claims to dealers and|Chemical Company, New York,|Chicago, and executive secretary | Kathryn Lies, Bear Brand Hosiery. 
itt Kimball and Peck Adver-|mills for “Amuno” anti-moth|has joined the creative staff of|of the National Association of|Directors are W. F. Scranton, 
ug, New York, and J. Walter|preparation. Claims made in| Dancer - Fitzgerald - Sample, New| Wood Turners. Ampro Corporation; Herbert 
empson Company, San Fran-|licensing agreements, trade jour-| York. The company has taken the six- rides os: em bag ane 

ompany; C. P. Binner, Bruns- 


wick - Balke - Collender, and Elon 
G. Borton, LaSalle Extension Uni- 
versity. 


Swift Products to McCann 
Swift & Co., Chicago, has ap- 
Examine the scope og the pointed McCann - Erickson, Inc., 
} 4 , A 6 , 4 Chicago, as its agency for Swift’s 

~ 


Brookfield butter, eggs and cheese. 


Metalworking is more than an industry. It is an in- 


dustrial empire that includes such giant industries 


as aviation, automotive, electrical equipment and 
appliances, machinery and machine tools, small qd} 
tools, hardware, and all types of metal products. 
To study the broad scope of the metalworking mar- 
ket reached by STEEL, ask for STEEL'S Postwar Mar- 
ket Selector. It shows the industry classified by 


products, and by the operations performed. With (a 


it you can analyze the number and size of plants 
reached by STEEL in each product group. 


ABOUT 11,000 OF 962 OF THE ENTIRE 
THESE PLANTS DO INDUSTRY VOLUME ’ the 
Coun? the plants and 
select your prospects 


THE OTHER 17,000 OF THE ; ll ld f 
snd 68 Chay & % INDUSTRY VOLUME Given your choice, you naturally would prefer to 


concentrate on the plants which account for the 
real volume of business. This calls for selective cov- 
erage. Only a business paper which does a contin- 
uing market analysis job of its own can deliver 
such selective coverage, based on up-to-date facts. 


If you have seen STEEL’S comprehensive study of .»» ANOTHER OF THE 


the market and its wartime changes, you can read- NATION’S LEADERS USING 
ily understand why coverage based on this THE BLUE NETWORK! 


study makes it easier to select the metal- NP 
Coca Cola—a global invitation for 


working publication that gets results. If Tine Sense Thet Refeeshes”. . on 
you haven't seen it, you will be agreeably American Hall Mark of Quality to 
surprised at the wealth of facts it contains the BLUE six days a week, Monday 
and the opportunity it offers to get a pre- through Saturday with “Spotlight 


view of postwar changes. Ask the man from STEEL Bands.” 


to show you ‘The Who—What—Where—and How 
of Metalworking,’ and the Postwar Market Selector 


HOW YOU CAN JOIN THE 
“BLUE BOOK” OF RADIO 
ON THE PACIFIC COAST . 


Twenty new Pacific Coast advertisers 
in 1944 joined the fast moving, vol- 
ume sales crowd listed in the“ BLUE 
BOOK.” There are still hot times 


’ 4 T J € t available on the Pacific BLUE from 


San Diego to Seattle. Let us help 
. you plan sales s ss in this v 
Penton Bldg. + Cleveland 13, Shio "ag Sorc 16 gual 


NEW YORK ‘ CHICAGO 
HOLLYWOOD + SAN FRANCISCO 
DETROIT * PITTSBURGH 


which is a convenient, quick reference slide-chart 
to make planning easier. 
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Prell to New Post 


John F. Prell, World War II| 
veteran, and previously with the! 
advertising department of the! 
Omaha World - Herald, has re- 


joined the newspaper and will de- 


vote most of his time to the study 
of television and other new de- 
velopments in radio. 


Se. 
JAMES A.GREIG & ASSOCIATES, INC. 


407 SOUTH DEARBORN ST. CHICAGO 5, ILLINOIS 


FTC Restrains Dow 


from Hitting Competitors 


The FTC has ordered Dow 
Chemical Company, 
of about half the total carbon 
tetrachloride and ethylene dicho- 
ride used in dry cleaning, to re- 
strain its salesmen from disparag- 
|ing products of its competitors. 

In its findings in the case, FTC 
| said Dow salesmen, operating 
|under instructions from main ana 
branch offices, told numerous dis- 
| tributors and customers that “‘Ko- 
lene C,” manufactured by the 
| Kolene Company, is explosive or 
inflammable under ordinary cun- 
| ditions, has greater toxicity than 
| Dow products and made other dis- 
| paraging statements. 


CKWxX to Mutual 

CKWxX, Vancouver, B. C., joined 
MBS Dec. 1 as a supplementary 
station. The station operates on 
1000 watts, 980 kc., and is owned 
by Western Broadcasting Com- 
pany Ltd. 


| showed 
|Trade publications reaching flour | 


Cotton Industry _ 
Plans Enlarged 


manufacturer | 


Ad Drive in “45 


Memphis, Dec. 6.— Success of 
the National Cotton Council and 
Textile Bag Manufacturers As- 
sociation in distributing more than 
900,000 cotton bag sewing book- 
lets in response to their recent 
eight-month advertising campaign 
led to announcement today of a 
1945 program 12%% larger than 
the peak which the two organiza- 
tions have previously attempted. 

Under the °45 program, general 
media lists will be reduced, but 
frequency of insertions will be in- 
creased in accordance with 1944 
records of inquiry costs. All farm 
magazines will be retained which 
showed cost-per-inquiry of less 
than 10 cents, and teacher maga- | 
zines will be retained which 
costs under 16 cents. 
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millers, feed manufacturers, and 
fertilizer manufacturers will be 


/continued, and publications reach- 


ing bakers and grocers will be 
added. 

The work of revising the 1944 
booklet, “Bag of Tricks for Home 
Sewing,” will begin immediately, 
and a press run of 1,000,000 copies 
has been authorized, together with 
a budget reserve to care for addi- 
tional printings. The booklet con- 
tains illustrated instructions for 
making more than 100 apparel and 
household items out of cotton bags 
from which feed, flour, sugar, and 
other commodities have been 
emptied. 

Appeals to be used in 1945 bag 
advertising will be similar to those 
of ’44. Copy will point to bag re- 
use as a fabric conservation pro- 
gram in which: (1) the woman 
who does the salvaging receives 
the entire benefit of the salvaged 
material herself, and (2) the indi- 


| vidual who does the salvaging also 


does the reprocessing. 
Records of the 1944 campaign, 
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Weekly Publication of Pictorialized News and Humor 
... and other Fascinating Pictorialized Features... 


Covering 9 OF THE NATION'S MAJOR MARKETS! 


B* news events of the day, dramatized in drawings by renowned artist- 


reporters da 


tures by top-notch illustrators. 


. sophisticated humor by famous cartoonists. . 


.amusing articles by America’s best-known humorists, with pic- 


.-news 


of stage and screen, highlighting the glamorous personalities of the theatre ad 


the movies, by eminent drama critics and Hollywood’s most noted commentators 


—all these now appear in each issue of PICTORIAL REVIEW. 


Its colorful pages sparkle with a passing parade of the best art and editorial 


talent available.. 


variety in features of interest to the entire family. 


.a combination of top readership elements offering a wide 


Through the pages of PicroRIAL REVIEW, with space in FULL COLOR or 


black-and-white, one-third of the total U.S. sales potential can be reached as a 


sin gl e unit. 


Advertisers can get their messages to more than 5,000,000 families in the 


major markets covered effectively by nine of the great Hearst Sunday News- 


papers through which PicroriAL Review is regularly distributed. 
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@istributed regular 
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Ask the H.A.S Man (HEARST ADVERTISING SERVICE MAN) for 
complete information regarding this GREAT NINE MARKET BUY 


NEW YORK JOURNAL. AMERICA Represented Nationally by 
" SUN-TELPGRAPH HEARST ADVERTISING SERVICE 
[ aa J Herbert W. Beyea, Manager 
CHICAG . \MERICAN 
MILWAUKEE SENTINE! 4 New YORK BALTIMORE BOsTON CHICAGO 
LOs A AMINER DETROIT PITTSBURGH PHILADELPHIA LARGO (FLA.) 
Sa Ne EXAMINE! SAN FRANCISCO Los ANGELES SEATTLE 
s - iced amin aa fe Milwaukee Sentinel represented individually by Paul Block & Associates 
= __—] 


America 
buys more 


SCHENLEY 


Pw. any y other 


whiskey! 


Every Drop Pre-War! Whiskey Blended with 
Cheice American Grain Nevtral Spirits! 
It’s got to be good to be Amare 
ica’s most popular whiskey 


is mellow as morning sunshine 
«++& pleasure you won't want 
to put off enjoying. So why 
don't you try America’s favor- 
ite whiskey — today? 


That nation-wide as pularity is 
proof of ScnENLEY Reserve's 
top quality, Its mate chiles aris vor 


Cd 

MELLOW "ayy LIGHT/AS. 

& PERFECT MORNING 
, 


Let's finish the job 
BUY ond HOLD 
WAR BONDS! 


Nenad epee OMe! Marans of IF reprenenter -« women 


ena”. 6% GOAN Btu 


WHISKY LEADER — Schenley. Distillers 
Corp., New York, through the Biow 
Co., is running this 480-line ad point. 
ing out that on the basis of official sta- 
tistics of 17 representative states, 
Schenley Reserve is “America's most 
popular whisky." Claim has not been 
challenged by other leading distillers, 
who make clear, however, that Schen- 
ley's whisky is now marketed under one 
brand name instead of the half-dozen 
or more carried several years ago. 


reported to the Textile Bag Manu- 
facturers Association in session at 
New York yesterday, show that 
the current issue of “Bag of Tricks 
for Home Sewing” was distributed 
to 407,761 students of sewing 
classes at an advertising cost of .97 
cents per student; that 141,443 
copies were distributed directly to 
rural housewives at an advertising 
cost of 5.28 cents; and that 354,000 
copies were sold to makers of 
bagged food and feed in response 
to trade paper advertising. 


Ragland Joins Smaller 
Tobacco Group of GMA 


Edward Ragland, chief of the 
OPA tobacco section, has resigned 
to become secretary of the re- 
cently -formed smaller tobacco 
manufacturers’ section of the Gro- 
cery Manufacturers of America, 
with headquarters in Washington 
Mr. Ragland will contact farm and 
trade organizations to cement re- 
lations between all elements of the 
industry. 

Prior to joining the OPA over 
two years ago, Mr. Ragland was 
with Larus & Bro., Richmond, V 
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PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing...all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATION 


400 N. Rush St., Chicago 11 
Phone WHitehall 2300 
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What Will Be America’s 
~ Postwar Industry No. 1? 


ET’S take a few quick glances at America’s 
postwar future. 
What needs, what wants, what economic 
forces, can be expected to go to work? 


Well, since history repeats itself, let’s look at 
the future through the eyes of the past: 


Robert M. Bowes, President of the Bowes 
“Seal Fast’? Corporation, is a patron of the 
Indianapolis Speedway. His racing cars won 
six firsts and two seconds in National Speed 
Events in 1940 and 1941 and in both years 
won the National AAA Championship. Mr. 
Bowes recently told us this: 


Lou Meyer, my famous driver, walked in 
one day and handed me an invoice for a 
new crankshaft for our Bowes “Seal 
Fast” Special. I looked at the amount and 
whistled: $842! 


“For a crankshaft, Lou?” I said. “Why, 
last week I bought my wife a new DeSoto 
sports coupe—with not only a crankshaft 
but a body, motor, tires, wheels, uphol- 
stery, pedals, gadgets galore. And the 
whole works. cost me only $890.” 


Lou grinned. “Well, Bob, we only wanted 
this one special crankshaft. And there’s 
only one way to make one crankshaft— 
grind it and whittle it out by hand. That’s 
what we did, and it cost $842.” 


“Well,” I said, “I only wanted one DeSoto 
for my wife, and I got the whole car for 
$890, crankshaft and all.” 


“Sure,” said Lou, “and here’s how to fig- 
ure that out. Somehow, somewhere, some- 
body made about a million other people 
want a DeSoto, just like the DeSoto you 
wanted for Mrs. Bowes.” 


He grinned again and walked out with my 
okay for the $842 crankshaft. 


I sat there, thinking about America and 
what Lou had said. Somehow, somewhere, 
somebody had put into operation a moti- 
vating force that made a million people 
want—not need, but want—a DeSoto. That 
want was what brought the price down to 
where a million people could buy a 
DeSoto. I thought: Whoever made those 
million other people want DeSoto cars, 
certainly gave me and my wife a break. 


Let’s go further back than DeSoto, to the be- 
ginning of the automotive industry: 


In 1904, a Packard would have cost you $7,000. 
By 1908, the price average of all cars, with 
some 63,000 bought, was $2,130. And by 1939, 
with nearly 3 million cars bought in that one 
year alone, the price average was down to $613. 


Let’s go back still further. In 1903, when 
Henry Ford first offered a Ford car for sale, 
he asked $950 for it. By 1916, just before the 
rising industrial costs of World War I, a Ford 
cost as little as $365. And between 1909 and 
1927, 15 million families bought Model T’s. 
7K ok ca co 

Let’s go back some more, 

From the 1910 $25-and-up seven-piece ladies 
bathing costumes to the streamlined Jantzen 
of 1918 at $8.50 was only the beginning; the 
price was down as low as $4.95 by 1941. 
The Gillette Safety Razor of 1906— patterned 
after the first hand-filed model of stamped 
metal and clock-spring steel—cost $5.00. 
Thirty years later, a Gillette Razor and 5 Gil- 
lette Blue Blades stood you exactly 49¢. 


The postwar Kotex of 25 years back was al- 
most a shocking item to order out loud from 
a druggist—even at 65¢ a box. Today, that box 
of Kotex costs an unembarrassed 22¢—for a 
tremendously improved, standardized, steril- 
ized product. 


Let’s go back still further. Kodaks from $50 
in 1888 to $17.50 in 1936. Box cameras from 
$8 in 1888 to $1 in 1936. Tires from $25 in 
1910, to $15 in 1925, to $12 in 1936—with 
mileage up from 2,500 to 12,000 to 25,000. 
Soup from 25¢ in 1900 to 10¢ list price today. 


More? From 1926 to 1941, vacuum cleaner 
prices came down 19%; electric refrigerator 
prices came down 54%; camera prices came 
down 60%; canned soups 29%, silk stockings 
50%, electric irons 51%, toilet soaps 60%, 
table model radios 79%. 


Want it in dollars-and-cents? Here goes: 
—In 1921, the price average of electric refrig- 
erators was $550. A 1939 model, infinitely 
improved, cost but $169. 

In 1922, the price average of washing ma- 
chines was $154. In 1939, it was $69. 

-In 1927, the price average of radio sets was 
$125. In 1939, it was $31. 


Thanks to mass wants—not mere needs— 
annual car sales in America jumped from 
63,000 in 1908 to 2,960,000 in 1939. Only 5,000 
refrigerators were turned out in 1921; 1,900,- 
000 in 1939. Only 423,000 washers were made 
in 1922; 1,329,000 in 1939. In 1927, 1,350,000 
radios were produced; in 1939, alone, this 
total had jumped to 9,100,000. 


But why keep on? There are enough of such 
case-histories to fill this publication several 
times over. Enough to prove, to anybody open 
to reason, that mass demand plus mass pro- 
duction creates lower and yet lower prices. 
So that more and more are bought. So that 
more and more jobs are created. So that mass 
production can thus be stepped-up still higher 
and prices can be kept in a constantly descend- 
ing spiral. 

That’s the American economy at work. 


* % * * 


All right, all right. So mass production went 
up. So prices came down. So people found out 
about radios and Fords and cameras and all 
the rest. So they started buying. So what? 


Here is the answer to that. 


Mass demand and mass production are only 
two-thirds of the component parts of the 
American economy. Without the third and 
final component part—brand advertising 
mass demand and mass production could never 
even get going. 


* * 4 * 


Regarding our national economy, our way of 
life as we know it, there are, up to now, two 
common misconceptions: 


First, that mass production, of itself, creates 
mass demand. 


Second, that mass demand, of itself, creates 
mass consumption. 


Let’s dispel these misconceptions, once and 


for all. 


1. Mass production, as a part of our job- 
making and income-making machinery, is not 
worth a plugged nickel without mass con- 
sumption. 


2. Mass consumption is just another term for 
mass buying. 


3. And mass buying just does not happen 
without brand advertising. That is how mass 
wants are created. The graveyard of Ameri- 
can business is full of those who have tried 
to get along without brand advertising—and 
failed. 


When Isaac M. Singer, on $40 capital, in- 
vented the sewing machine, people refused to 
believe it was possible to “sew by machinery.” 
Yet he sold 100 million sewing machines—to 
those same people—thanks to mass produc- 
tion, mass buying—and brand advertising. 


When William Bristol, who started with no 
more capital than youl customarily carry for 
pocketmoney, got the idea that led to Ipana 
and Massage, did people who thought brush- 
ing teeth was effete nonsense, buy Ipana with- 
out urging? Far from it; mass production, 
mass buying and brand advertising —chasing 
one another in a circle—helped bring oral 
hygiene home to millions. 


When a few hand-stitched “aeroplanes” 
flapped precariously around the makeshift 
pylons at Belmont Park in 1910, did anyone 
in the gaping crowd envision the giant Mars, 
returning recently from a 4,200-mile non-stop 
flight with a 63-ton payload? Yet mass pro- 
duction, mass buying and brand advertising 
will make such performances a daily common- 
place, come Postwar II. 


Yes! The one great hope of Postwar II is to 
satisfy wants—not just fill needs. The differ- 
ence? The intensity, the persistence with 
which brand advertising is put to work. 


* * * * 


Perhaps a question now looms in your mind: 


“Yes—but to satisfy these mass wants will 
take spending-money. Where’s the spending- 
money coming from?” 


Look: In 1941, savings were 13.7 billions. In 
1942, 26.9 billions. In 1943, 33 billions. By 
war’s end, savings probably will have reached 
a grand totai of 100 billions. 


Remember the refrigerators, the Fords, the 
radios, the sewing machines, the safety razors, 
the swim-suits, of past postwar eras. 


And take just a little look ahead—to the ply- 
woods, the plastics, the television, the elec- 
tronics, the vitamins, the aircraft, the rayons 
and nylons, of one year or two years from now. 


How many new mass wants will these new 
giant industries bring forth? 


How many new millions will they employ? 
How many billions of income will they gener- 
ate? How much mass production, mass buying 
and mass consumption will they bring about? 
How low will prices come in these products? 


If America can supply this one answer—she 
will solve all other problems. 


She will attain the 55 million jobs necessary 
to support the 140 billions of dollars of na- 
tional yearly income which experts declare 
are necessary. 
Brand advertising is Postwar Industry No. 1! 
upon which America’s postwar future de- 
pends. Without brand advertising, it is doubt- 
ful if these jobs and this income can be 
attained, under our present way of life. 
Brand advertising, put to work, will do the job. 


FAWCETT PUBLICATIONS INC. 150! BROADWAY, N.Y. 18. NLY. 


NOTE: This advertisement is appearing in 1000-line space in large-city newspapers and in leading industrial and business 
magazines. It is the seventh of a series, pointing out how greatly everyone benefits by brand advertising. Proofs available on request. 
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You bet, 


Se 


—_— 


\ 
— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago e 
} | Representatives : THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlante, Chariotte, Dallas, Detroit, Kaneas City, Los Angel. s 
Memphis, St. Louis, San Francisco 


Ale od 


there’s something new 


250 Park Ave., New York 


Advertising Age, December 11, 


While most marketing men feel 
that the “President’s Census,” to 
be taken next year, is a good thing, 
there are many in industry—and 
in the Bureau of the Census itself 
—who are a little worried about 
the figures to be collected under 
the Presidential order, for two 
reasons: 

(1) They fear that the census 
“quickie” to be taken next year 
won’t develop as much or as useful 
data as it should; and (2) there is 
a suspicion that collection of the 
“quickie” figures may create the 
impression that the need for regu- 
lar full-scale census operations has 
been abrogated, thus possibly de- 
priving business and industry of 
the complete bench-mark statis- 
tics which they need so badly. 

* * + 


When government contracts for 
rubber equipment needed by the 
armed forces have eased up and 
consumer production is again pos- 


sible, United States Rubber Com- 
pany thinks tires will be the first 
product featured in its advertising, 
although the angle of recondition- 
ing and servicing old tires con- 
tinues to be stressed in U. S. Rub- 
ber copy throughout the war 
period. After tires, footwear, 
products made from Koylan and 
Lastex, and golf balls will prob- 
ably receive attention. 
a * * 

About 11,000 of the nation’s 
total 17,000 motion picture thea- 
ters are now reported to be accept- 
ing one-minute movies of national 


advertisers. 
* = a 


If you are interested in the whys 
and wherefores of consumer coop- 
eratives—and you should be very 
much interested—don’t fail to get 
two pamphlets which have just 
been issued by the Cooperative 
League of the U.S.A. One is 
called, “Building a Better World 
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1. 134,000 families intend 
to buy a kitchen range 
after the war. 


buy one. 


BY MARKETS: 


e In cities 2 in every 11 families intend 
to buy. More than 50% of these now 
own a range. (Cities— over 2,500 pop.). 


e In towns 2 in every 11 families intend 
to buy. About 20% of these now own a 
range. (Towns -— less than 2,500 pop.). 


@ On farms 2 in every 11 families intend 
to buy. Only avery few now own arange. 


is almost 7'2 years. 
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John Cowles, P 


How many Kitchen Ranges 


will Minnesota buy after the war? 


MINNESOTA POLL* finds that better than 1 out of every 6 of Minnesota’s 
735,000 families plan to buy a postwar kitchen range. 


4. 52,260 intend to 
buy a gas range. 


PENG 


POSTWAR PLANNING | 


innesota Poll’ 


‘BULLETIN NO. @ 


5. 18,760 intend to 
buy an electric range. 
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gas or electric model. 
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BY ECONOMIC LEVELS: 


e In top economic level 2 in every 11 families intend to 
buy. Of these, 50% now own a range. 


e In above average group 1 in every 5 families intend 
to buy. Of these, 30% now own a range. 


e In middle class group 1 in every 5 families intend 
to buy. Of these, 30% now own a range. 


e In lowest economic level 1 in every 6 families intend 
to buy. Of these, 30% now own a range. 


The average age of kitchen ranges owned by Minnesotans 


6. 62,980 don’t know whether they'll buy a 
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by Consumer Cooperation,” 
consists of centennial report: o 
national officers and staff mom. 
bers. The other is “A Charte~ of 
Economic Freedom,” written pb, 
E. G. Bowen, general secretar» of 
the Cooperative League, and a\ ajj- 
able for 20 cents. 


You'll probably writhe a | itl 
as you read them, but if you » ant 
to know what co-op leaders are 
thinking or doing, write for copies 
to the Cooperative League of the 
U.S.A., 343 S. Dearborn St., Chi- 
cago 4. 

Just to give you an idea, Mr 


Bowen’s thesis starts out with a 
few definitions, including these: 

‘Capitalism’ is a system defined 
as concentrating wealth in the 
hands of the few; ‘competition’ js 
strife for the same object; ‘co}- 
lectivism’ is involuntary compul- 
sion of the many by the fey: 
‘cooperation’ is voluntary joint 
effort for mutual aid.” 


Walter Fuller, president of 
Curtis Publishing Company, tells 
ADVERTISING AGE that Curtis maga- 
zines turned down from 15 to 18 
million dollars’ worth of advertis- 
ing business this year. 


At least one big advertiser 
hopes now that his latest adver- 
tising effort brings the worst of 
results. The company scheduled a 
full-page, four-color ad in a na- 
tional weekly magazine, extolling 
the merits of its flavoring extract. 
By the time the copy appeared 
last week, a packaging crisis had 
developed, preventing distribution 
of the product. 


Blatz Names Ballew 


General Sales Manager 


Laurence D. Ballew has been 
appointed general sales manager 
of Blatz Brewing Company, Mil- 
waukee.  Pre- 
viously with 
Procter & Gam- 
ble Company, 
Cincinnati, he 
served as ad- 
vertising field 
manager direct- 
ing advertising 
and initial sale 
of P&G prod- 
ucts. 

He was later 
appointed field 
sales manager 
and directed sales activities of 
Procter & Gamble’s representa- 
tives in the midwestern and east- 
ern territories. Before joining 
P&G, Mr. Ballew was_ assistant 
plant superintendent of J. J. Nart- 
zik Company, Chicago plywood 
and veneer manufacturer. 


Laurence Ballew 


Warren Tool Moves 

Sales offices of Warren Tool 
Company, Warren, O., have been 
moved to 105 W. Adams St., Chi- 
cago. 
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HANKS to World War II, America’s aircraft produc- 
tion facilities are enormous. 

Vhen postwar comes, they will be converted largely to 
private and commercial aircraft manufacture. 

hey will turn out thousands of private aircraft— 
300,000 within 4 years,” according to Charles I. 
tanton, of the Civil Aeronautics Administration. 

hey will build or reconvert at least 20,000 commercial 
ircraft of all types; Government will have for disposal 
between 10,000 and 20,000 transport-type planes when 
far ends,” according to Lt. Col. William B. Harding, 
Wirector of Surplus War Properties Administration, 
Aviation Division. 

But what price all these aircraft—without the fixed-base 
es to service them? ' 

there are only 3,000 airports and landing stops 
e of handling even pre-war traffic, although a pro- 
for constructing 3,000 more, at a cost of 
*1,00),000,000, was recently presented by William A. M. 
Burn, Assistant Secretary of Commerce. There are 
bnly _86 airports certified as approved stops for sched- 
led sir lines; and of these, 174 must be improved for 
Sale ad efficient airline service. 
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In rt: Expansion in fixed-base facilities must be 
imr ate and tremendous. The swarms of postwar air- 
Tat. vill not fly, until facilities for maintaining, servic- 
‘ airing and storing them are ready. 

e 


ogress is being made. New airports, airparks, 
lily tops and air harbors by the thousands are being 


1. 


bs 


-L TODAYS AIRCRAFT MAINTENANEE EA 


planned by America’s progressive communities. Once 
the war is finally finished, fixed-base development will 
be handled like new roads. 
They will sprout up everywhere—under private, munici- 
pal, State and Federal initiative. Under the CAA plan 
above, 1,827 cities will have airports capable of servicing 
transport schedules—a construction program costing 
$630,000,000 that will serve 5,000 additional communi- 
ties, as well as the airport cities themselves. 
Now do you see the direction in which aviation’s greatest 
postwar expansion will take place? Now do you see 
where your postwar aviation market is? 

* * * & * 


Every day, every week, editors and executives of Avia- 
tion Maintenance are out across the continent. Keeping 
track of developments. Finding out “what’s cooking.” 
Bringing back new data. In our thinking and our fact- 
finding, we are far ahead of the field. Events predicted 
in our first issue are coming to pass now. 

We are not doing this for the fun of it. We are doing it 
because it is our job. We are one magazine edited to 
reach and sell—right now—the key men in airport and 
aircraft maintenance and operations . . . the very men 
who will manage these thousands of postwar fixed-base 
facilities and service these hundreds of thousands of 
postwar aircraft. These are the men you must sell, if you 
are going to get into the aviation industry—and stay. 
It’s time to start selling them now—through Aviation 
Maintenance. Some space is still available. 


‘ation Maintenane 


e A constant flow of first-hand, up-to-the-min- 
ute information reaches our editorial pages by 
means of our 4-place Stinson Reliant, piloted 
by R. C. Blatt, well-known airport and aircraft 
engineer, formerly of CAA and now Aviation 
Maintenance technical editor. In the past 3 
months alone, many trips have been taken by 
editorial executives to bring back last-minute 
developments on airport and aircraft main- 
tenance and operations for our 16,000 primary 
reader circulation. 


Another Conover-Mast Publication 


205 East 42nd St., New York 17; 333 North 
Michigan Ave., Chicago 1; Leader Building, 
Cleveland 14; Duncan A. Scott & Co., West 
Coast Representative, Mills Building, San 
Francisco 4, Pershing Square Building, Los 
Angeles 13. 
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Montclair Probes 
Shopping Habits 
as Postwar Guide 


Invites Big Store 
Branches to Prod 
Local Merchants 


Montclair, N. J., Dec. 6.—‘‘When 
you consider that relatively high 


percentages of various merchan-| 


dise classifications are purchased 


in Newark and New York depart- | 


ment stores, one method of hold- 
ing this volume in Montclair is 
through the establishment of one 
or more branches of these same 
stores in the community.” 


This is one of the conclusions in | 


a “Survey of Shopping Habits in 
Montclair, N. J., July, 1944,’ made 
by the organization of Leo Nejel- 
ski, New York, public relations 
and management counsel. The 
survey was initiated by William 
Massman, florist and president of 
the Montclair Business Associa- 
tion, and was underwritten by that 
city’s Chamber of Commerce, with 
the Montclair Times cooperating. 

The complete report, with 
recommendations, based on hour- 
long interviews on the habits of 
531 or about 5% of this city’s 
11,000 families, has just been pub- 
lished by Leo Nejelski. 


Competition Helps 


“It may seem paradoxical that | 


business can be increased by in- 
creasing competition,” the report 
says, but such big store branches 
would increase the selection of 
merchandise available locally; 
would attract buyers from nearby 
communities, thus increasing 


traffic for other local stores, and 
| would “act as a powerful stimulus 
in up-grading the efforts and re- 
sultfulness of all the stores in the 
community.” 

Mr. Nejelski told ADVERTISING 
AcE that “to our knowledge, this 
is the first time an entire com- 
munity has been studied and an 
janalysis made of its shopping 
nabits for the benefit of all the 
merchants in the community.” 


Montclair is primarily a com- 
muters’ town. Because its com- 
muting facilities are most con- 


venient to Wall Street and down- 
town Manhattan, in recent years 
its growth has been slowed by the 


Manhattan. Montclair has sought 
ito replace its large estates with 
small homes 
dwellings. After the war, it in- 
|tends to attract more young peo- 
| ple, and it is preparing a campaign 
‘to draw industries to balance its 
}economic structure. 


19% Shop at Home 


Only 19% of the housewives 
|interviewed did all their shopping, 
other than foods, in Montclair. 
Seventy per cent did some of it, 
6% none at all, and 5% did not 
answer. The higher the family 
income the less was the tendency 
to buy entirely at home. Women 
in their forties did much less at- 
home buying than those in younger 
and older groups. Women who 
work in Montclair were the most 
loyal shoppers here. Wives of 
professional men had the highest 
proportion of “all in Montclair” 
shoppers (24%) and wives of 
{workers the lowest (14%). Par- 
ticipants in civic activities gener- 
ally were more loyal to Montclair 
|stores than non-participants. 

Since the war 21.5% said they 
|shopped more often in Montclair; 
2.5%, less often; 65%, about the 
‘same; 8% did not live here before 
|the war, and 3% either gave no 
janswer or did not know. Travel 


DAYTON will be bigger 


and busier than Prewar 
Dayton for these reasons- 


1. 41 different Automotive Products will be made 


in Dayton. 


2. 18 factories in Dayton will make Home Appli- 


ances and Equipment. 


3. 65 plants in Dayton will make Machine Tools, 
Jigs, Dies, Gauges, etc. 


&, 456 industrial plants in 


Dayton will make a wide 


variety of important peacetime products. 


5. $100,000,000 annual farm income from the rich 


Dayton area. 


6. Plans already blueprinted for Dayton's industrial 
postwar plant expansion exceed $50,000,000. 


THE 


JOURNAL 


-HERALD 


Vaylous largest Daily Crculalon 


Nationally Represented by 


The Geo. A. McDevitt Co. 


|New York City) draws the biggest 
ishare of non-Montclair shoppers, 


| 
/movement of many offices to mid- | 


| 


ith |of those who 
and multi - family 


difficulties caused primarily by | 
gasoline rationing were chiefly re- | 
sponsible for the increase. Of | 
those now buying oftener locally, | 
63% expected their change to be} 
permanent, 19% to be temporary, | 
and 18% were undecided. The 
upper income families generally 
are shopping oftener in Montclair 
now than the lower. 

Newark (between Montclair and 


followed by New York, and then 
by nearby towns, the Oranges, 
Bloomfield, and to some degree 
Paterson, Passaic and Jersey City. 


Stores Compare Favorably 


From two-thirds to three-fourths 
shop in Montclair 
for a given item believed that the 
local stores compared favorably in 
all important respects with stores 
in New York, Newark, etc. The 
principal exception to this was 
large home equipment where “a 
very great number professed in- 
ability to compare.” In four items 
—women’s dresses and coats, wo- 
men’s shoes, accessories and linens 
—a substantial number believed 


stores elsewhere to be superior. 
Unfavorable commenis against | 


Advertising Age, December 11 


Montclair stores were chiefly on 
the basis of smaller selections and 
higher prices. “Good or friendly 


service” led all other reasons 
among those who shopped pri- 
marily in Montclair. ‘“Conveni- 


ence” was rated high by shoppers | 


for children’s clothing 
ity of the dealer” for large home 
equipment. 

Availability of favored brands, 
and of required sizes were impor- 
tant considerations to the non- 
Montclair shoppers. 
hand, for each item of merchan- 
dise, at least one-third of these 
“elsewhere” shoppers had never 
tried to buy the item in Montclair. 

Depositors in Montclair banks 
were much more. enthusiastic 
about services and facilities than 
shoppers at Montclair stores. 

The Nejelski report urged the 
appointment of a general manager 
for the merchants under the 
Chamber of Commerce. He would 
make certain that the variety of 
merchandise and services was ade- 
quate for the needs of the com- 
munity; arrange display services 
for merchants who desire them; 
advise on problems of manage- 
ment, financing, personnel, train- 


and for | 
small home equipment; “rebiabil- | 


On the other | 


jing, etc.; serve as an emplo ) 
|center for merchants; impro -¢ 4 
effectiveness of the stores 
|vidual advertising; coo 
|merchandising activities 
| various stores, etc. 
Might Arrange Sale m¢ 
On the last problem, for «xan JM at 
| ple, this executive might su) eryia 
|a Montclair-wide white goois said Th: 
among local department  <tore 
linen shops, and specialty sho, 
to compete at the same time wi 
such sales in Newark anc Ney 
York. Purchases might be mag 
and advertising planned coopers. Ker 
tively. K 
Also recommended are “face ye) 
lifting” for the shopping sectig fil Con 
|of the city; formation of a mer ous 
chandising committee to tackle po! 
such problems as store arrange. 
ments, interior and window disMM™ Yor! 
plays; group efforts for better 
training of sales personnel, and 
greater participation by merchants 


in civic projects, including bette; Al 
|transportation and parking facili. Yor! 
ties. adve 


The report sharply criticized the visi: 
“manners” of some Montclair mer. Bat: 
chants. ‘‘People feel ‘unwanted’ ip Com 
| many of the stores,” it emphasizesM™ gott 
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menf ‘not only by the hired personnel = |CED shows that contributions to- | Rj 
@ th er by merchants themselves.| L WO Major CED taling $1,333,306 were made by Bitner Buys WFEA Mi A H if E T N F Ww § 
ind Wo. d-be customers (both whites | = 11,819 business firms and _indi- from Adeline Rines 
inat wna Negroes) are driven else- Studies Ready viduals in the fiscal year ended Harry M. Bitner, publisher of 
Be where. . - They resent the race| - /Aug. 31. Expenditures during the the Pittsburgh Sun-Telegraph, has 
ore) dice so unbecoming in a de- | for Publication |second year included research,|;reeeived approval from the FCC ON THE 
mocracy.” $170,000; field development, $399,-| of his arrangements for the pur- 
F st presentation of the findings| New York, Dec. 5—Two major | 513; literature, $148,582, and na-| chase of WFEA, Manchester, N. H., | 
Xamdae at 2 Chamber of Commerce meet- | Committee for Economic Develop- | tional office, $112,742. from Adeline B. Rines, owner of | / 
TVied ng .ere was received favorably. |ment research studies on problems| Expenditures have increased | several New England outlets. . : 
i The recommendations — including |‘of transition from war to peace|from month to month, and are| [In addition to his connection . y » ef 
tor he .ppointment of a general man-|are to be published immediately |now running at the rate of about! with the Sun-Telegraph, Mr. Bit- | VS FF FS g \ - 
hop age) ~are expected to be acted|after the first of the year, it was | $80,000 a month, or $1,000,000 a| ner is president of the newspaper’s | 
Wit on soon, announced this week. These are|year. They are expected to con- | Station WCAE and part owner and | 
New — — “Demobilization of Wartime Eco-| tinue at this rate through 1945. | president of WFBM, Indianapolis. ? a" 
mad M to F&AS&R ‘nomic Controls,” by Professor a Presumably because of the news- Government estimates indi- 
Pera Ken Moore |J. M. Clark of Columbia Univers- | §t, Regis to Expand paper ownership aspects, FCC | cate that accumulated con- 
Kenneth E. Moore, formerly ad-|ity, and “Providing for Transition Commissioners Paul A. Walker | fe 
“faced veri sing manager of the Flintkote | Unemployment,” by Professor Groundwood Tonnage and Clifford J. Durr had suggested | sumer demand will create a 
eCtios ompany, New York, and previ-|Richard A. Lester of Duke Uni- To meet existing and expected|a hearing on the transfer, which | Hi ichi 
1 mer vas with Johns-Manville Cor-| versity. future demands for better grades| involved $150,000. WFEA has $9 billion home furnishings 
tacklem™ poration, New York, has joined | Work is under way on 10 other|of groundwood magazine and/5,000 watts and is affiliated with ‘market in two years after the 
range-™ Fuller & Smith & Ross, Inc., New| projects bearing on both transi-| printing papers, St. Regis Paper) Mutual, NBC and Yankee Net- | wer, 
V dis York, as an account executive. }tion and postwar economic prob-|Company has announced a $3,000,- | work. 
better __ |versi including industrial recon-|000 construction and expansion erence 
l, and “ version, manpower demobiliza-| program started at the company’s ‘ ce Wi H 
cha Name Woodley Company |¢ jon, agriculture, international| pulp and paper mill at Deferiet, CBC Issues ‘Radio With a post = potential 
better Albert Woodley Company, New | trade, and such long-range prob-/|N. Y. Canadian Broadcasting Corpora- two or three times larger than 
facili York, has been named to handle|lems as wage-price relationships, | In addition to installing various | tion has published the first issue of | pre-war total sales, home fur- 
advertising of Parfums Anjou di-|monetary flows, and sustaining|new equipment, St. Regis plans/| “Radio,” staff magazine for CBC/|", ,, nS 
ed them vision of Campana Sales Company, |of purchasing power. Each of the| three paper machines for manu-|personnel. The magazine, a| nishings are today's fastest 
r mer-A Batavia, Ill; Handmacher Golden | projects is under direction of an | facturing machine - coated papers|monthly, is designed to inform | expanding industries. 
ted’ inf Company, New York, and Furch-| outstanding authority in his field.| for the catalog and magazine pub-| CBC staff members about industry 
asizesfm gott’s, Inc., Jacksonville, Fla. | The second annual report of lishing fields. activities. 


This little gem is just pure fiction... whether they finally decide it came from 


| New retail outlets open daily; 
/new products bid for the con- 
‘sumer's cash, manufacturers 
expand into new fields. Home 
furnishings news moves fast. 
To provide fast, frequent, con- 
‘tinuous news service as re- 
‘conversion makes news that 
demands quick action, RE- 
TAILING — the trade's only 
weekly NEWSpaper—marches 


the man who actually spent big money to sell his own books, the philosopher 
who never made a mousetrap, or from that prolific ghost Anonymous! Amer- 
ican concerns grow big principally because they advertise good products. Some 
will be bigger postwar because they advertise bigger. Many are planning al- 


ready, and early birds get the big volume. You can beat your own postwar path 


into the new year ON THE 
DOUBLE. 


NEW YORK - CHICAGO - 


sortment of fine papers. Plan now, and plan Champion! 


through the woods with smart, consistent advertising on Champion’s wide as- 
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THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


PHILADELPHIA - CLEVELAND - BOSTON - ST. 


LOUIS - 


- « GANTON, N: C. . .. HOUSTON, TEXAS 


CINCINNATI - 


Starting Jan. 1 


1944 


THE ONLY BUSINESS 
PAPER COVERING NEWS 
OF ALL 8 HOME FUR- 
sees NISHINGS INDUSTRIES 
IN EACH ISSUE. 


RETAILING 


HOME FURNISHINGS 


ATLANTA 


A Fairchild Publication, 8 E. 13th St.,N. ¥.3 
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Servicemen rate LIFE second only to a letter from home. They like 
its vivid photo-and-text reporting technique and the well-balanced 
variety of subjects which LIFE presents to its readers. Here’s what 
a marine in the South Pacific writes to LIFE: 

“LIFE really rates around here . . . each time we get a new issue, 
someone is running around with a copy pointing out the familiar 
scenes. Yes, | repeat: LIFE is a great magazine. Each issue is a cross- 
section of America.” 

And they like the outspoken way LIFE’s editorials deal with 
international as well as home problems. A sergeant overseas with 
the Army Air Forces says: 

“ZT have come to depend on LIFE’s excellent pictures and frank 
editorials more and more to keep me posted on happenings throughout 


the U.S.A. and the world.” 


Many soldiers and sailors voice the opinion that LIFE offers a 
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IFE means home to the serviceman 


“wonderful go-between” for them because it not only tells the 
home folks what servicemen themselves can’t say in letters, but, 


as one corporal in Burma writes: 


“In this theater of war, LIFE keeps me posted on events that would 


otherwise go unknown.” 


LIFE receives thousands of comments like these frem men and 
women in the service here and abroad—all readers of LIFE’s regu- 
lar edition or of the Army-specified lightweight Overseas Edition 


(without advertising). 


Their enthusiasm for LIFE 
takes on added significance 
when one considers the influ- 
ence these Americans will have 
on their country’s future. 
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Vou’ Ought toKuow . 


It’s . truism that the best advertising 
- tha! which sells the most goods at the 
wes. cost. It’s also a truism that adver- 
ising won’t sell—more than once—a 
product that has no intrinsic merit. And 
t is equally true 
hat one of adver- 
ising’: most useful 
unctions is to in- 
huce new prospects 

9 try the product. 

Everyone knows 
hese things, but 
ometimes they get 
b little obscured. 
ot a little of the 
uecess Of Duane 
Jones, who started 
jis own agency two 
pnd a half years ago with four accounts 
pnd a total billing of $1,200,000, and now 
as 26 accounts billing $7,200,000, is due 
o the fact that Mr. Jones not only knows 
hese simple facts about advertising but 
uilds all his operations around them, 
efusing to follow any by-paths which 
Ho not lead to their accomplishment. 

Born in Ft. Collins, Colo., in 1897, 
Duane Jones was graduated from the 
Iniversity of Pennsylvania (after putting 

some time at the universities of Den- 
er and Michigan), and got the ad busi- 
ess in his blood in 1923, when he worked 
or and later managed the Los Angeles 
pffice of Lord & Thomas. 

In 1930 Jones came east for L&T, and 

rom New York supervised all phases of 
he RCA and General Electric accounts. 
hen he had a short session with Maxon, 
s account executive on Heinz, moving 
bn to Benton & Bowles to work on Super 
buds and Palmolive soap. 
In 1934—by this time convinced that 
package products” were his special baby 
ones left B&B and spent six months 
raveling in Europe before resuming his 
dvertising career, this time as executive 
ice-president in charge of new business 
ith Blackett-Sample-Hummert. Here he 
bund an advertiser—B. T. Babbitt and 
Bab-O cleanser—who had no aversion to 
ying out new methods, and Duane Jones 
ent to town. Under his careful nursing, 
Bab-O zoomed from seventh to first place 
mn dollar volume in its field and Jones 
plidified the credos which are now the 
ornerstone of his agency. 

When he went back to Maxon a few 
fears later as a partner, he took the 
Bab-O account along, with Blackett-Sam- 
le-Hummert’s blessing; and when he 
pened his own shop in New York in 
farch, 1942, Bab-O stayed with him. By 
is time Jones had definitely decided to 
uit being a general practitioner in ad- 


Duane Jones 


Some day, somehow, someone is going 
) discover what it is that happens to the 
verage copywriter when he or she is 
aced with the problem of producing an 
nstitulional advertisement. 
Some day, for example, someone is going 
0 discover what happens to all the cold, 
bard facts about a product and its use 
hen . manufacturer achieves his Fiftieth 
' Hundredth Anniversary—and even 
hore »articularly (since there seem to be 
0ma:y more of them) his Seventy-fifth. 
AlWé he is made to look confidently 
mito uncharted future ... out of a 
j past. And always, or almost 
(since he usually does this in 
e embosses his faith with printed 
n of finely drawn ribbons, emblaz- 
me the left with the year of his 
Ou! f, and on the right with the year 
elebrates. 
mes there is an early picture of 
1ufacturer working in a_ shed. 
ies there is just that first small 
(in vignette) above a painting of 
window plant that is his current 
ent. Or maybe the first mouse 
losed in glass, beside the newest 
iper 
er the variation, the pattern is 
ind fast as a newspaper’s column 


—— DUANE JONES 


vertising and to become a specialist, con- 
centrating on packaged goods which, gen- 
erally speaking, sell for less than a dollar. 
He also decided to break finally with 
“good will” or “prestige” advertising. 

Shortly after he opened his own agency, 
Jones used space liberally to explain his 
“credos,” and especially his very strong 
belief that the best of all possible good 
will accruing to an advertiser comes from 
the use of that advertiser’s products. And 
he pointed out that the techniques he 
employed were especially useful in get- 
ting try-out customers for products— 
sometimes for as little as eight cents a 
customer. 

“The greatest danger to advertising 
today is advertising,” he asserted bluntly. 
“The purpose of one kind of advertising 
—our kind—is to sample good products 
at a profit. The closer advertising sticks 
to that job, and the better it does it, the 
less vulnerable it is to attack. . . We think 
the straight road in advertising is selling 
the most goods at the lowest cost... The 
jingle of the cash register is still music 
to our ears.” 

The device used most effectively by the 
Jones agency is the premium, employed 
at times to launch a campaign, but more 
often after the product has been intro- 
duced—say once every quarter during the 
year. 

There is nothing startlingly new about 
this type of selling. The importance of 
has long been recognized, and undoubt- 
edly a major portion of the success of 
Blackett-Sample-Hummert stemmed from 
that agency’s ability to handle premium 
deals with agility. All Duane Jones has 
done is to prove that the method is still 
completely sound, and that, when handled 
properly, it is practically sure fire for 
packaged goods. 

At any rate, Duane Jones Company is 
now selling more than 3,000,000 self- 
liquidating premiums per year—a boxtop 
bonanza—for advertisers such as Bab-O, 
Manhattan Soap Company, Mennen’s 
shaving accessories, Megowen-Educator 
Crax, Mueller’s macaroni products, Tet- 
ley tea, Hudson toilet tissues, Kitchen 
Bouquet, Tootsie Rolls and Tootsie V-M 
Fortifier, and Wilbert’s No-Rub wax. 

In between his boxtop pushing activi- 
ties, Duane Jones spends his time rebuild- 
ing the face of Connecticut, his adopted 
home state. He finds it a fascinating (and 
not altogether unprofitable) pastime to 
buy up not-too-promising tracts of Con- 
necticut swamp land, rechannalize the 
efforts of nature with the aid of dams 
or whatever, and end up with an attract- 
ive bit of real estate, including usually a 
good lake for swimming or trout fishing. 
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rules. And no more exciting. 

Institutional advertising, with only rare 
exceptions, either is commemorative or it 
simply seeks to make friends—oddly, most 
often for the advertiser, rather than his 
goods or services. 

Now, to be sure, there are cases in 
which this is immensely important. Parke 
Davis has used advertising with great 
success to win the friendship of doctors 
everywhere—but they talked about doc- 
tors and not themselves. And Wyeth and 
Upjohn have followed suit. No one who 
can look back very far in advertising can 
forget the Scripps-Howard campaign that 
began with the headline, “Kill My Cow 
for an Editor—Never!” Here true stories 
of editorial ingenuity (and integrity) were 
used to point up Scripps-Howard ideals. 
Because this was done dramatically and 
forcefully, and never boastfully, it made 
a lot of character. 


Perhaps the finest example of all is the 
continuing campaign of the Metropolitan 
Life Insurance Company that has for 
years helped a vast reading public to 
understand some of the most important 
facts about its health and how it can be 
maintained. 

Recently, the war-inspired service copy 
of Cannon Mills, and Armour and Jell-O 


and G-E and Frigidaire ... and a fair 
number of others, has followed in the 
same direction, in helping to make the 
most of goods that are scarce and rationed 
foods—and in the maintenance of goods 
that cannot be replaced until the war is 
done. We have seen instructions for the 
making of victory vegetable gardens and 
many another thing. This, as a friend of 
ours puts it, is the business of making 
friends by being friendly—and helpful 

. . and it is very different from just 
asking for friendship! 

Today, however, the old boastful kind 


of institutional copy is back in the picture 
almost as strong as ever. The anniversary 
ads are back. And the so-called straight- 
institutional copy—run in the absence of 
products to sell . . . and making almost 
no news. 

We bring this up because we think that 
one of the greatest advances in advertis- 
ing during the war has been in the so- 
called service campaigns. These are insti- 
tutional in its finest sense, and to return 
from them to almost pure palaver seems 
to us unworthy of the craft. 


lhe Pay ~ Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director, 
La Salle Extension University 
The experienced user of direct mail 
soon learns that if your product is right 
and your mailing list is right, you can 
often get good 


(which seems a mistake). 

Yet this simple mailing, costing prob- 
ably about 2c altogether, has consistently 
yielded 3 to 34%2% in direct orders aver- 
aging $5 each, and this from large com- 
panies. Follow-up mailings of the same 


results with a 
very simple, 
inexpensive 
mailing. Some 
products call 
for an elabor- 
ate mailing 
but many, 
many more re- 
quire only a 
direct telling 
of your sales 
story in un- 
pretentious 
style. 

An interest- 
ing example of 
this fact is the 
illustrated 
mailing of 


Kano Labora- 
tories selling Kroil, a penetrating oil. 

As you can see, the letter is a plano- 
graphed form letter without any person- 
alized fill in. The envelope is addressed 
simply to the company without reference 
to a department, position or individual. 
The only attempt to reach any certain 
individual is in the heading of the letter 
to “Mr. Shop Superintendent.” The letter 
isn’t signed, even with a printed signa- 
ture, and the mailing goes out under lc 
metered postage permit. 

The reverse side of the letter, as shown, 
contains two more testimonials and a 
partial list of users. The only enclosure 
is a printed description and price list of 
the various products on an 8'!4 x11 sheet 
with its reverse side giving some facts 
about Kroil. There is no order form 
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type to the same list of 15,000 manufac- 
turers show no appreciable drop in order 
percentage—and bring re-orders from 
customers who have bought from the first 
mailing, re-orders running up to as high 
as $600 each. 

This “campaign” would certainly win 
few awards in any advertising exhibit— 
it is unimpressive, almost uninviting. To 
the onlooker inexperienced in direct mail, 
it seems to have many handicaps—its ap- 
pearance, its non-personalized character, 
its crowded pages, its lc postage, etc. 

But it works—because it tells its story 
quickly and with a quick inclusion of the 
reader’s problems in its opening para- 
graph. It backs up this story with case 
stories and with an impressive list of 
users. 
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36 
To Hirshon-Gartield 


Arthur W. Weil Jr., former ad- 
vertising executive of Sears, Roe- 
buck & Co., Chicago, has joined the 
executive staff of Hirshon - Gar- 
field, Inc., New York. 


New Orleans Club Elects 


Andrew H. Talbot Jr., promotion 
manager of the Times - Picayune 
and New Orleans States, has been 
elected president of the Advertis- 
ing Club of New Orleans. 


Pioy A gts Pencil Points 
Tr reaches 
‘4 


more architects 
more designers & 
draftsmen 
more total profes- 
sional men 
than any other archi- 
tectural magazine 


MORAL—for largest professional audience, use 


éPencil Points 


The Magazine of Progressive Architecture 


Marketers Okay 
OPA’s Pricing, 
Rationing Record 


Chicago, Dec. 5.—Members of 
the American Marketing Associa- 
tion, polling themselves a second 
time at their special wartime con- 
ference here last week, voiced 
overwhelming confidence Friday 
in the performance of the OPA in 
maintaining price levels and in 
operating the machinery of ration- 
ing. 

Only 1.6% of the 500 authorities 
on marketing and economics in 
attendance said they believed that 
OPA has done a poor job on price 
control. The poll revealed that 
34.9% believe it has done an “ex- 
cellent” job, 50.8% believe it has 
done a “good” job, and 12.7% be- 
lieve it has done only a “fair” job. 

Although the gathering was not 
quite so complimentary with ref- 
erence to rationing, 41.3% of those 
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interviewed described OPA’s work | major postwar problem in foreign 
in this field as “good,” and 20.6% | trade. The exaggeration of British 


called it “excellent.” Fewer than 
|one-third (31.7%) called it “fair” 
‘and only 6.4% called it “poor.” 


Favor Gradual Removal 


In an earlier poll, the members 
endorsed gradual, rather’ than 
|rapid, removal of price controls, 
|as well as gradual demobilization 
'of the armed forces and gradual 
lifting of manpower restrictions, 
|after war in Europe ends (AA, 
Dec. 4). 
| The second poll also showed that 
30% of the experts believe that 
“more processed foods should be 
rationed than are rationed now,” 
while 70% do not agree. 

Franklin Johnston, publisher, 
American Exporter, New York, 
speaking Friday afternoon on 
opportunities in foreign trade in 
1945, expressed doubt as to the 
nation’s chances of trebling its ex- 
ports soon after the war ends. He 
isaid that, although President 
| Roosevelt had indicated exports 
|might be trebled, the likelihood is 
| that the export trade can be dou- 
| bled. 
| He said too much emphasis has 
| been placed on competition as a 


competition is especially to be de- 
plored, he said, because ‘“‘the Brit- 
ish Empire, including Canada, is 
our biggest export market and past 


|history shows that American and 


| British trade rises and falls to- 


gether.” ’ 
Imports to Be Licensed 


“IT look for every allied nation 
to put all imports under license” 
after the war, allowing imports of 
essential merchandise only, he 
said, adding that, excepting in 
Russia and possibly France, the 
European nations’ imports will not 
be purchased by governments, but 
by private companies. 

At a final session devoted to 
market research techniques, Har- 
old Webber, director of research, 
Foote, Cone & Belding, Chicago, 
urged wider use of “consumer 
panels” in investigation of con- 
sumers’ purchase and use of vari- 
ous products. His own experiences, 
he said, led him to believe that 
fixed groups of consumers can be 
chosen that will represent a true 
cross-section of all consumers of 
certain products. 

Admitting that such a study is 


From ashcan to aeroplane manufacturers, throughout the 
metal working industries, the ENGINEER is the man most 
vitally interested in engineering MATERIALS and produc- 
tion METHODS. It’s his job to specify them. 
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x 
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# 


_— « 
This natural prospect naturally prefers the magazine which 


concentrates on his field, the MATERIALS and METHODS 
field, as does no other industrial publication. So he subscribes 
to METALS and ALLOYS at the rate of over 15,000 a month. 


So... sell the Engineer through the pages of METALS and 
ALLOYS ... and you've sold the man who MATTERS! 


Want Facts and Figures? 


METALS 


A.B.C. reports show that dur- 
ing the past 5 years, METALS 
AN D ALLOYS paid circula- 
tion increased 78 percent. 

This increase was entirely by 
mail. 

75 percent of METALS 
AND ALLOYS subscriptions 
go to engineers’ homes, where 
the reader can quietly and un- 
interruptedly make up his 
mind regarding present needs 
and future plans. 

During this same period, 
pages of paid advertising in 


+ emma 


HOLD PUBLISHING 


melee SS =: 


METALS AND ALLOYS in- 
creased from 498 to 1,895— 
an increase of 280 percent. 


This big swing indicatesthat . 


suppliers to the metal working 
industries are fast deciding 
WHO is their key-man — and 
how BEST to reach him. 

Your story in METALS 
AND ALLOYS reaches your 
Number 1 Man through his 
Number 1 Magazine — and 
reaches him in his Number 1 
Receptive Mood! 
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ALLOYS 


The Engineering Magazine of the 
Metal Working Industries 


oeee Co Sell 


the nan who MATTERS! 


| 


| Vick Chemical 


costly, he pointed out that , 


research projects are cx 
said he doubted that me 
a fixed consumers pane 
their buying habits as a 
continued polling about t 
chases and use of product 

Robert F. Elrick, direct 
vertising and market res: 
Quaker Oats Company, 
who spoke on testing 1 
sumer products, emphas 
companies bringing out n 
ucts should “test only ar 
tential users” and _ sho 
draw conclusions from  < 
tion or usage tests until 
stabilize.” 

“Obviously, the only r« 
participants are requeste 


sume or use the test prodix 
an extended period of time 


learn their preferences after ; 
tions have stabilized,” he sai 


Marion Harper Jr., assi 


rector of research, McCann-Byic 
iid th 


son, Inc., New York, 


advertising agencies should mal 


extensive studies of the \ 


value 


various types of copy written f 


radio programs and published aq " 


vertisements. 


Creighton Heads Bayer 


and Sterling Sales 


J. C. Creighton has been prj 
moted to sales manager of bo 
Bayer Company Ltd. and Sterli 
Products Ltd., Windsor, Ontar 
succeeding Ray L. Sperber, wi 


has resigned as sales and 
tising manager for 


York, effective Jan. 1. 
Ernest Gater, formerly 


adve 


Sterling 
}accept an executive post with t 
Company, Ne 


In WU 


|}advertising department, has bed 
‘appointed advertising manager { 
Sterling Products, and Alex Sun 
mers, sales promotion manager 


Emerson Appoints Walz 
The W. G. Walz Company, } 


| Paso, has been appointed distril 
|/utor in southwestern Texas, Ne 
Mexico and Arizona, for the Emel 
|son Radio & Phonograph Corpo 


} 


tion, New York. 


direct mail, 


be interested in... 


Business Executives 


Electrical Appliance 
Dealers 


Aviation Industries 
Bus Industry 


Chemical Processin 
Industries 
Civil Engineering a: 
Construction Ind; 
Coal Mining Indust 
Electrical Industrie- 
Electronic Enginee: 
Food Industries 
Metal Mining Indu 
Power Plant Engin 
Product Design En 


Send For This Valuable 
Mailing List Data! 


To aid you in planning your 
check any of 


these mailing lists you may 


Manufacturing Industries 
Metal-Working Industries 


stries 


us in¢ 
anufa‘ 


ce Bl . . IRC 

Textile Industries RC 

. attach this ‘ad’ t yout UC 
business letterhead . and SA 
mail. We'll send you com 
plete information, sel ‘ion 00 
list counts, and pric N 
obligation, of course. ine 


Direct Mail Divisio: 


McGRAW-HI! - 
Publishing Compa / 
330 W. 42nd Street. New \) I8 
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[ae +I] Study Sees | Schneider Promoted |Galvco Tire to Upham Joins Hammer Agency Kimball Joins WLOL Ps 
ly 9 | William H. Schneider, art di- Galvco Tire Products Company,| Marc Baker, formerly advertis- Jeanne Kimball, -tornrerty with’ a Sl 
be me Market in rector for the past seven years of | New Haven, has appointed Philips |ing manager of Advance Stores, KYSM, Mankato, Minn. and Cia” 
Chay Donahue & Coe, New York, has| Webb Upham & Co. of that city to| Roanoke, Va., and _ production; WDGY, Minneapolis-St. Paul, has sl 
ofl = been named vice-president andj handle promotion in trade publi- | manager of Houck & Co., Roanoke, | joined WLOL, in the Twin Cities, pies 
\ ,90m Furniture director of all creative activities.| cations and by direct mail, fea-|has been appointed production 


ew ork, Dec. 5.—Almost half 
Of Mi he 1,848 women entered in a 


‘Ch ome of Tomorrow” bedroom Lauren K. Hagaman has re- ° ) 

hicafih test, ponsored. by McCall's signed as sales promotion manager Ramsey to Rickard KWBU Names Hogan HANDLED 

\ Ci gazi , are satisfied with their|of Charles P. Cochrane Company,| Walter Ramsey, formerly adver-| Homer Hogan, national repre- | ° 

dt bsen bedroom furniture and| Bridgeport, Pa., to join the furni-|tising director of Lewyt Corpora- | sentative of KWBU, Corpus Christi, John a McElwain & Ce. 
ve no expectation of buying new |ture division of the Mengel Com-| tion, Brooklyn, has joined the cre- | Tex., since it began operation last | A DIRECT MAIL SERVICE 


NE Wices, It was pointed out, how- 


Hagaman to Mengel 


pany, Louisville, Ky., as assistant 
sales manager. 


turing its Tire-eez, Tube-eez, and 
Tack-eez. 


York. 


ative staff of Rickard & Co., New;February, has 


|manager of Hammer Advertising 
| Agency, Hartford. 


been 


appointed | 


in sales and promotion. 


PREMIUM COUPONS 


Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


Wer, | t those who are planning manager of the station. 
USUMMM™ pyy vill need little persuasion. = 
Cactiirhe . ntest revealed that wom- 

are placing increasing impor- 
‘On t@ ee co «making use of every inch 


to ¢9 spat a fact which may suggest 
Cts OM manufacturers of bedroom fur- 
ne is Mure » restyling of chests to com- 
er rea, “built-in” storage space. It| 
aid s found that 78.9% are satis- 


tant ¢ ld with their beds, with the foot | 
) . oy ming in for a good deal | 
1 thi discussion—enough to make it a 
id mal, and con selling point. 

value @o¢ those women interested in | 
“len {chasing a room-size rug, 26.4% | 
‘hed a@) be immediate purchasers, with | 
b additional 23.6% in the mood to | 
b cold. Nearly half the contes- | 
nts have two or more portable | 


tyer mps, it was discovered, with | 
out 22% reporting they do not— 

en prqggus indicating a market for lamp | 

of boqanufacturers, 

Sterlis ees are 

OntarifAB Lists New Members 

gi. Seven new members have joined 

ling operative Analysis of Broad- | 

Ath sting, including Benrus Watch | 

with t : : 

» Neg mpany and Time, Inc., New| 
rk; Yankee Network; Anfenger 

. \M@™dvertising Agency, St. Louis; and 

ae yoherty, Clifford & Shenfield, 

ieant s & Peart, and Charles M. | 

yg orm Company, New York. 

nage! 


OV Appoints Pearson 
Nalz WOV, New York, has appointed 

bhn E. Pearson Company, Chi- 
any, Migo, New York and Kansas City, 
distri its nationa) sales representative 
as, NeMM all areas excluding the New 
e Eme™rk metropolitan district, handled 
Orpor rect. 


EW MARKETS for 
rableaeeD and NEW 
, (RODUCTS 


- vourl’y Waste advertising money 
a f sting copy and ideas when 


_ 


ny ¢ 
' ™BDistribution is easily ob- 
tained. 

obbers are cooperative. 
ewspapers are coopera- 
tive in 


MICHIGAN'S 


stries 


atries 


PER PENINSULA , | 
: STATE | Thus, if you wish to aim a program at a { 
. ’ ’ A progra 
stries ‘A WITHIN é STATE’ certain type of listener, the data supplied ' 
} 4 
les by this study will tell you the type of pro- | : 
i; 
y large enough to prove copy gram which will most nearly hit the target. oe \j a : 
small enough to permit close : bse apie aT > t! - ila 
Kk ery detail by using No amount of “experience,” intuition, or C: ) Ne ae 
random guesswork can determine the type — ee 
ries The “Big 5" Group of program which will reach the maximum yen { | yy 
rs a * 4s number of listeners you want to reach as . zx 
-onsisting of the ; # 
neers accurately as can be determined from the _ 
IRC MOUNTAIN NEWS facts in “The Oklahoma Radio Audience ie 3 


RO. ETTE MINING JOURNAL 
vourf/¥US TON MINING GAZETTE 
anda SALT STE. MARIE NEWS 
CANABA PRESS 
Circulation. 


ed rate only 28c per 


of 1944”, 

After you’ve chosen the type of pro- 
gram you need to reach your type of cus- 
tomer, the study will further prove that 
them morning, 


vou can reach more of 


This Study Is a “Range Finder” 
For Radio Program Aimers! 


afternoon and night over WKY than over 
any other station. 

HE statewide survey of radio listening Any WKY will reach 
conducted in Oklahoma by Dr. F. L. 


| Whan of the University of Wichita gives 


program over 


mation phone or write | more Oklahoma listeners than can be 


reached by any other station. The right 


an accurate picture of the program prefer- program over the right station will do 


EERER & CO. 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO 
The Daily Oklahoman and Times - The Farmer-Stockman 
KVOR Colorado Springs - KLZ Denver (Affiliated Mamt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY INC 


your selling job right in Oklahoma. 


WKY will send you a copy of the study 


ences of listeners of different age groups, 


Bien 


by sex, by economic status and educational 


background, and by place of residence. upon request 
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Carter Names Officers 


Horace A. Carter, vice-president 


OWI Maps New 


and treasurer of William Carter 


Company, Needham Heights, Mass., bigs Mail 
maker of underwear and founda- - 
tions, has been named executive | Drive for 1945 


vice-president and treasurer. Lyn- | 
dall F. Carter, secretary and assist- 


| 


Washington, Dec. 5.—A _ re- 


ant treasurer, has been named a|molded and revitalized overseas 
vice-president, while William L.| mail campaign stressing the need 
Carter, assistant secretary and ad-|for more and better letters for 
vertising manager, is now assist- | servicemen with a new approach 


ant vice-president. 


| to V-Mail, will get under way 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


under OWI direction in January. 
Steering clear of any promise 
that V-Mail is faster or more re- 
liable, the new effort features the 
importance of writing frequent, 
|cheerful letters to men Overseas. 
| Then referring to overseas supply 
problems, the campaign suggests 
that mail service can best be 
maintained if V-Mail is used. 
OWI points out in its own cam- 
paign matertal, and in material 
which will be distributed by the 
War Advertising Council, that 
mail is one of the most important 
factors influencing the morale and 
efficiency of our fighting men. 
“Individual responsibility for 
writing letters that will be helpful 


| 


1 to our fighting men is great,” OWI 
| says. 

| Army and Navy surveys show 
that servicemen want short, fre- 
quent letters, OWI suggests, offer- 
ing V-Mail as “a logical way” to 
send the short popular notes, 
Much of the emphasis in the cam- 
paign will be on the need for 
keeping these letters cheerful. 


Mail Lines Stretched 


“Important as it is, good over- 
seas mail cannot be maintained 
unless more people send a great 
part of their mail V-Mail,’ OWI 
says. “Supply lines and mail lines 
in the Pacific are being stretched 
as more men go. into that area, 
causing their cargo space and ship 
cargo space to become increas- 
ingly precious.” 

A typical slogan for the drive 
reads: “Write him often, make it 
short, keep it cheerful, send it 
V-Mail.” 

Prepared under the direction of 
Richard Mathewson, the campaign 
will have strong support both from 
advertisers and facilities at the 
disposal of the government. Within 
a few days a special War Adver- 
tising Council bulletin on the cam- 
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paign will be mailed out, to be 
followed at some future date by a 
detailed campaign and program 
book. 

During the first three months 
of 1945, OWI will devote large 
portions of its facilities in every 
medium to the “better mail” 
effort. Heavy network radio is 
scheduled in January and’ other 
radio in February; a special retail- 
er’s guide is set for January. Also 
in January OWI plans 5,000 24- 
sheet posters and 125,000 car card 
dividers through pool arrange- 
ments with the outdoor and 
transit industries. 

Other government plans include 
stuffers for envelopes and Army- 
Navy allotment checks, posters, 
and signs on all postal trucks. 
Both the Army and Navy are 
planning in-service drives to edu- 
cate fighting men on the need to 
conserve shipping space by using 
V-Mail. 


Browning King Appoints 

Browning King & Co., New York 
and Newark men’s clothing store, 
has appointed E. T. Howard Com- 
pany, New York, to handle adver- 
tising, effective Jan. 1. 


farms .. . etc. 


aa he Rural Banker kno 


At the First National Bank of Viroqua, Wis., H. E. Packer, Cashier and V. R. Schaeffer, Vice Pres. say: 


“EVERY READER OF CAPPER’S FARMER 
IS ONE OF Our Best farmers 


No one can better appraise the farmers of a community 
than their banker. That is why the judgment of men like 
Vice President Schaeffer and Cashier Packer (see above) 
is so important. They checked the list of Capper’s Farmer 
subscribers in their territory. They knew our readers 
personally. 


oe 


All over mid-America, bankers have been examining the 
subscribers list of Capper’s Farmer and commenting, “.. . 
you've got our best farmers... your readers are excellent 
farmers with good farms... better than 90% own good 


More than 1,200,000 farm families take Capper’s Farmer 


because they want to know how to make more money out 


of their farming operations. Yes, it is the alert editorial 


content that selects the kind of reader who is highly 


regarded at the bank. 


CAPPER’S 


The ONE National 


FARMER 


Farm Magazine that Speaks the Farmer’s Language 


Sullivan Urges 
Media Research 
on Negro Mar':e 


New York, Dec. 6.—Dri\ ng », 
point home that “there cle 
evidence of the substance of ; 
Negro market,” David J. S illiys 
head of the Negro Market Orgs, 
ization, today told the Ne. yim xk 
chapter of the American \[arellllewit 
ing Association that “ad ertise ure 
and marketers would do wel] @om 
re-evaluate new media sources Mat 
reach Negro consumers.” lan: 

Mr. Sullivan cited the fact thdlion 1 
“general media can offer only 234Mwhet 
coverage in Baltimore in the hp ay 
read daily paper, and only 399, MByati 
Negro families own a radio Mour: 
Virginia.” Ke 

Mr. Sullivan gave the increadiepre 
in Negro population and gross jfelub. 
come respectively during the yeamiiective 
1920 to 1943 as from 10% milliollfeaniz 
to over 13 million and from 33 res 
055,400,000 to $10,290,000,000. Thiffnajo: 
he said, is a “market bigger in sidlMdiscus 
than the entire Dominion of CaiNew: 
ada by 45%,” and with over $)Mvariot 
250,000,000 more income in 194Mthe K 
On this evidence, Mr. Sulliys 
urged greater expansion of mark 
research in the Negro field cove 
ing buying habits, brand prefe 
ences, copy appeals, and effectj 
media, both Negro and white. 


TelAutograph Appoints 

C. W. Stilson, Washington brand 
manager for the past four yea 
for TelAutograph Corporatio 
New York, has been appoint 
assistant general sales managd 
Charles T. Malburn, formerly wi 
Lehman Brothers, New York, w 
ne Mr. Stilson in Washing 
on. 


Philbin to AFA Post 


Hugh F. Philbin, senior partn 
of Philbin, Wrangell & Coir 
Jacksonville, Fla., agency, 
been elected secretary of t 
fourth district of the Advertisi 
Federation of America. 


Transport Studies Set 


Study No. 3 of the Continuis DIRE 
Study of Transportation Adverti 
ing will be based on a survé , 
made in Cleveland during tggo'e 
period from Feb. 15 to March | 
1945. The fourth study, made 
Detroit, will be based on the mon 
of March, 1945. 


‘Mary Dunhill Names 
New Dorland Agency 

First appointment of the new 
organized Dorland Internationa 
Pettingell & Fenton, New Yor 
is by Mary Dunhill, Inc., max 
of cosmetic products. Both M 
Dunhill and Alfred Dun! 
ucts will be served by the : 
overseas offices in London @ 
Paris. 

Class magazines and n¢ 
in major markets will bs 


vspape 
used 


COLLINS, MILLERS 
HUTCHINGS 


PHOTO-ENGRA VERS 


207 North Michigan 
Chicago 1, Ili 
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{{iliation Talks 
Dicns for ‘45 Meet 


sor, Ont., Dec. 5.—Plans 
y features for the 1945 an- 
neeting and convention of 
iternational Affiliation of 
ind Advertising Clubs were 
ed by club executives here 
ay at the one-day fall get- 
r of officers and directors. 
Kellenberger, Union 
& Signal Company, Pitts- 
who heads the convention 
ttee of the club affiliate in 
ty, announced preliminary 
or the international conven- 
xt May. It still is undecided 
r to conduct the meeting 
1-12 or May 17-18. An inno- 
may be a golf and bowling 
ment for delegates. 
Robertson of Brantford, 


increagmrepresenting that newly - formed 


used as a clearing house for news Heads Tone Promotion 
and ideas of the various clubs and | 
is circulated to editors of club| Elaine Horton, formerly with | Distributor in Carolinas 


bulletins for their re-use. Prince Matchabelli, and Ogilvie} Chapman & Wilhelm Company, 
ae: |Sisters Salons, New York, has/Charlotte, N. C., has been ap- 
. . |been appointed to direct promo-| pointed exclusive distributor in | 
Single Madison Papers | tion for the Tone Laboratories, North and South Carolina of poat- 
Available to Advertisers New York. | war radio, FM and television lines @ @ @ the source of daily 
manufactured by Stromberg-Carl-| business news ... the pref- 


General advertising in the Capi- | > 
: - : ; am on Company, Rochester, N. Y. 
tal Times and Wisconsin State Vomack N es Art Head A program’ of specialized mer-|erence of management men 


Journal, Madison, Wis., is now Selma Sandler, supervisor of | 7 

accepted at single rates for either/|the ordnance art department of arrays | grlevacncecs! py tone @ @ @ in the greatest indus- 

of the two papers. The former | Bell Aircraft Corporation, Buffalo, will keynote the company’s post- trial area — the central west 

combination rates for both are still| has been appointed art director of | mage h. bz 1 od 

available W. L. Vomack, Inc., New York ad- | W@" Plans in the South, backed up 
. er ’ *” i |by a sales training course set up 


eateries vertising consultant. | tow Stromberg. 
Crosley Promotes Brode ea ame | — : 
E. C. Brode, regional manager | Burton Joins Owen 'Coca-Cola Moves Offices 
in the north-central district for John O. Burton, formerly of New York offices of Coca-Cola | 
Crosley Corporation, Cincinnati,| Arthur Kudner, Inc., New York, | Company’s a fountain sales 
has been appointed manager of|has joined John H. Owen, Inc.,|and of Felix W. Coste, vice-presi- 
distribution of Crosley’s manufac-|New York, as vice-president in| dent in charge of advertising, have | 
turing division, succeeding L. C.| charge of copy and creative plan- | been moved to 60 E. 42nd St., ad 
Truesdell, resigned. ning. phone Plaza 5-5961. 


‘Stromberg Sets Postwar Auto Tire Elects 

John B. Whelan has been elected 
president and F. Thomas Mc- 
Laughlin, sales manager, of Auto 
Tire Company, Hartford, Conn. 


| 
| 


rOss igmclub, announced it is operating 
1€ yeamactively with 72 members, an or- 
milli a public speaking class and 


Om $3lMa sular club publication. A 
0. Thi ie part of the program was a 
r in si@discussion of the newly-organized 


‘News Release” operated for the 
various Clubs by Burt Priddle of 
he Kitchener-Waterloo club. It is 
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he way salesmen sell — 


et 

<inalg@DRECT TO YOUR BUYERS! 
\dverti 

ing aire publications are buyers’ bibles. 
ie buyers may glance at general trade 


e monf™@ournals ... but they study and live with 


heir own specialized Haire papers. 


2S ere your ads are most effective. 
le new 
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BU NESS PAPERS 


CADWAY, NEW YORK 1 
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Among the many new trends in the textile 
and apparel industries not the least of 
these is the growing appreciation of con- 
sistency in advertising. 


One evidence of this trend is the fact that 
more than one hundred different firms are 
now advertising in WOMEN’S WEAR 
DAILY every day. 


Thus, they are making over 43,000,000* 
impressions a year — reaching and influ- 
encing everyone of importance in_ the 
movement of fashion merchandise from 
yarn-maker through retailer to the con- 
sumer. 


They are capitalizing a very important 
fact (one worth keeping in mind): The 
ardent desire of everyone in the fashion 
industries to keep constantly informed of 
the day’s news and ideas. 


These daily advertisers know that, as the 
only daily newspaper in the fashion indus- 
tries, WOMEN’S WEAR DAILY has 
the close daily attention of retailers, manu- 
facturers, converters, and wholesalers 
which only a newspaper can attract. And 
they appreciate the fact that their daily 
advertising shares in the impatient interest 
with which each day’s issue is awaited 
throughout the country. 


Women's Wear 


Consistency in advertising has always been 
an objective strongly advocated by most 
agencies, but one which only too few ad- 
vertisers have been induced to practice. 
What has been accomplished with one 
hundred firms can be done with many 
more. A number of alert agencies realize 
this and are intensively cultivating the 
textile and apparel fields to this end. Once 
more we want to pay tribute to their spe- 
cialized talents. They are responsible for 
the forceful, consistent advertising being 
run in WOMEN’S WEAR DAILY by 
some of the recognized leaders in the 
fashion industries. 


We continue to urge upon agency planners 
the study of the 7 billion dollar textile and 
apparel industries as a fruitful field for 
postwar new business. These industries 
are second largest in the country ; they are 
forward-looking, and, best of all, they face 
one of the brightest futures of any indus- 
try in America. 


“Based on 43,000 circulation—proven readership of over 4 persons 
per copy; 254 issues per year 


LW 


The Retailer’s National Newspaper 


Fairchild Publications 


WOMEN’S WEAR DAILY @ UAILYNEWS RECORD @ RETAILING HOME FURNISHINGS 


MEN'S WEAR [@ CHICAGO APPAREL GAZETTE @  FAIRCHILD'S TRADE DIRECTORIES 
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WNHC Now Operating 


WNHC, New Haven’s new radio 
station, began operations Dec. 2 
with the first day’s broadcast de- 


Schenley Appoints Haas Kinsey Uses All Media 


B. Balfour Haas, formerly ad- for New Gin Campaign 
oe — ‘“" bueno | With the theme “Kinsey. the| 
Jameson & Co., New York, an - 3 eaux Wt 
voted entirely to 6th War Loan|with Schenley Distillers Corpora- a hon cp Ag she baal 
promotion. The station is owned| tion, New York, for the past two tilling Corporation, Linfield Pa 
by the Elm City Broadcasting Cor- | years, has been appointed to direct lis launching > large-scale * sniees 
poration and operates on 1,340| advertising and sales promotion of | paign . : ; 
kilocycles. James Milne, pre-|the bottled-in-bond and straight|**;° -,,.,:; - 
viously station manager of WNAB,| whisky divisions of Schenley. In addition to newspapers, the 
Bridgeport, is manager. 


David E. Peugeot, for the past 16 years head of the editorial ; 
lic relations dept. of the Buffalo Evening News and a director of +h, 
Buffalo Public Relations Council, was passing cigars the other jay 
for the third time, to celebrafe the arrival of a daughter. . . Out 
7 will be “Battle Report,” Vol. 1, official account of naval a ice 
from Pearl Harbor to the Coral Sea by Comdr. Walter Karig, US \R char: 
and Lt. Welbourn Kelley, USNR, who in civilian life directed | jp. filed 
tinuity for the “Chamber Music Society of Lower Basin Street” «ve, 


| 
1 
| company will use panel posters, | 
|car cards, point-of-purchase dis- 
{plays and _ national magazines. | 


Heads Greenfield 


Harry L. Bill, vice-president and 


J. D. Tarcher & Co., New York, 
handles the account. 


To Campbell-Mithun 


J. Marshall Gallagher, for “I3 general sales manager of Green- pea) ee NBC. Farrar & Rinehart is publishing the book for the Counci 
years an art director of Sears, /|tield Tap & Die Corporation, New on Books in Wartime. . . 
Roebuck & Co., and recently with | York, has been elected president WPB Names Bertrand It’s the club we’ve been waiting for—the one with no officers. 0 
Swan Studios, Chicago, has joined | of Geometric Tool Company, New Eugene F. Bertrand, assistant to} rules, no dues. Members are a group of California fans who have 


staff Haven, Conn., newly - acquired 


Greenfield subsidiary. 


the Chicago 
Mithun, Inc. 


of Campbell- the director of the WPB forest 
products bureau, and on loan to 
that board from Owens - Illinois 
Glass Company, Toledo, has been 
appointed chairman of the bu- 


formed a “Cali- 
fornia Beach- 
head © lub” 
which meets 


Sell it with MOSS ¢ Lefton Handles Account 


PHOTOS The extensive advertising cam-|'eau’s packaging committee. from time be 
1,000 lets. Ne order tev paign recently launched by the ——__— ie ee 
| opaque pe BR Nypmendagg Continental Distilling Corporation : . oO imes an rato 
2c. We photograph ° , ; tré 
ee Philadelphia, for its Dixie Belle Joins Earle Ludgin friends. Past Ne 
ren ae gin, is being handled by Al Paul| Florence Grauman Murdoch, for! or present pub- ste 
ed on heavy board, Lefton Company, Inc., Philadel-|the past nine years with Aubrey,| lic relations of O 
$2.45 each in lots of 10. ee phia. It was erroneously ascribed| Moore & Wallace, Chicago, has men in the iobl 
Write for free samples, price Net A. to another agency in the Nov. 27| joined the copy and contact staff char! 
188 W. 46th z. a a ta Margy = 9-g4g2 | ADVERTISING AGE. |}of Earle Ludgin & Co., Chicago. earn cody = pos 
Coordinator of to 
ce Inter - Ameri- gar 
oe is ‘ae 1S; AT RECEPTION—Talking it over at True Story's recep- oe 
are HOrr- tion during the recent Grocery Manufacturers of Amer. oes 
worth, gen.mgr. ica convention in New York are, left to right: Jack cuffe 


of American _ Haight and Tom Butcher, Colgate-Palmolive-Peet Co.; Bob 


Hotel Associa- Degen, Ted Bates, Inc., and Alec Afanassieff, True Story, Ame 
tion; S. Duane cuset 
Jones of the agency of the same name; Mark Larkin of the Jones ou] 
agency; Hal Stonier and J. E. Drew, American Bankers’ Assn.; Clyde ang: 
Vandeburg, gen. mgr., American Council on Public Relations, and bb 
Lt. Herbert M. Baus, AAF public relations. . . weg 

Ted Oberfelder, WFIL promotion dir., entertained radio promo- te 
tion directors at luncheon a couple of weeks back in honor of Bob "To 
Pryor, newly-appointed promotion head of WCAU. Among those espet 
present were Bill Rambo, KYW; Rupe Werling, WIBG; Dorothea Whit 
Hassler, WPEN, and Ralph Minton, WIP... Announcement has been uth 
made of the engagement of Diana Mary Bell and Cpl. Noah Mac- mak 
Dowell Jr., USMCR, now overseas, son of Noah MacDowell, retired aid 
banker, now pres. of Babcock Printing Press Corp., which is now xdike 
manufacturing munitions. . . Hildred Luise Lammerts and Lt. Pete: nye 
Corson, son of Egbert D. Corson, publisher of the Lockport Union to th 
Sun and Journal, were married in N.Y. Nov. 18... did 

McGraw-Hill believes in bringing country into town, as witness no p 
the company’s transplanting of plane trees along the sidewalk of ork 
42nd St., N. Y. Eighteen are standing before the publishing com- lve 
pany’s bldg., and 9 are set in across the st. in front of the rectory mu 
and academy of the Holy Cross Church. Harold W. McGraw, pres. a, 


looks to other West Side business firms to follow suit... 

Eugene S. Barling, v.p. in chg. of sales for United Adv. Corp., is 
new v.p. of the Kiwanis Club of Newark. . . Publisher William B. 
Ziff has written a book of his own—‘‘The Gentlemen Talk of Peace,” 
a logical step after his ‘“‘The Coming Battle of Germany” of two 


years ago. . . Joseph Revson is back as gen. mgr. and treas. of Rev- 
lon Products Corp., after 29 months in the Army... 
The 23 new members who joined the 20 Year Club of the 
Des Moines Register and Tribune Nov. 26 were presented with n t 
watches by Gardner Cowles Jr., pres CBS 
of the publishing company, at the an- and 
nual dinner of the group. The club now oT h 
has 120 active members—the oldest 1! losic: 


point of service having been an 
ploye of the paper for 43 years. 
Maj. Malcolm Haven, formerly in the 
Chicago office of Harper’s Bazaa 
returned to the U. S. after 18 month: 
service in Africa, Italy and Corsica 
with a medium bombardment grou! 
which has received two President 
citations. While acting as group i! 
gence officer, Maj. Haven was awarded 


: the Bronze Star Medal for merit . A 
A portfolio of suggestions for telescoping without sacrificing ' service in direct support of c . 
— > ‘¢ 7 s 
BM legibility is yours for the asking. ! operations. a og Capt. Walter Nilson 
a + | merly with WTHT, Hartford, ( ~ 
: : s and now stationed in France, recent! . ( 
ag Semieiiieiaat 7 : . enjoyed a leave in Paris... . 
; ' | f P W. A. Wecker, v.p. and gen’l m:z-. | A in 
ne COMPANY ee i General Motors of Canada, Os! 
1 | GOOD HUNTING—Myron -has been elected pres. of the Can | 
ADDRESS ce 7 pry veer Fas ere Automobile Chamber of Comm rc 
Te mse 1 | ©8909, advertising typographer, © wy Churchill, v.p. of Chrysler ( 
RS Ec Se SS er tb a Ps a A a A a WN . reports the pheasant shooting ae ‘ti ; 
- better than ever this yoer, and of Canada, is the new v.p. of the C 
this pictorial proof of his ber. . : . y 
prowess on a recent trip to R. F. (Dick) Drake, a.m. of F “ 
Winner, S. D., seems to back Tarrant Mfg. Company and ret: 'né 


him up. pres. of the Advertising Managers 

of Chicago, bowed out with a m¢ 
able reward. He won the No. 1 door prize at the club’s ; 
Yuletide party—a pair of nylon hose that will be highly prize 
Mrs. Drake. And for writing the best one-minute radio commé 
he won a copy of James W. Young’s “Diary of an Adman.” . 

William L. Sweet, pres. of Rumford Chemical Works and ‘' 
War I pres. of Grocery Manufacturers of America, has been 
honorary member of the association. 

Ernie Roscher, Chicago manager for the St. Louis Post-Dis} 
has discovered that pleasant coincidences occur even in war. 
two youngsters ran across each other in France and had Th: 
giving dinner together. 
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’Sold American’ 
$399,589 Too High, 
OPA Suit Charges 


New York, Dec. 7—Whether or 
not \merican Tobacco Company, 
- claims, pays the highest 
nrices for cigaret tobacco, OPA 
charges this company, in a suit 
fled .n federal district court here, 
with  mposing extra high prices on 
iobbers delivering Lucky Strike, 
Pall Mall and Herbert Tareyton 
cigarets to Army and Navy sta- 
tions 

OPA seeks to recover $988,769 
treble damages from alleged over- 
charges to jobbers totaling $329,- 
589 in the seven-month period 
ended last July 1. The suit was 
fled by Paul L. Ross, regional 
enforcement officer, in the name 
of Chester Bowles, OPA adminis- 


trato! 

Neither the complaint nor a 
statement issued by the local office 
of OPA made clear whether the 
jobbers absorbed the alleged over- 
charges or passed them on to the 
post exchanges or ships’ service 
stores. At any rate, it amounted 
to only 55 cents on a box of 10,000 
cigarets. An OPA official said that 
since the jobbers were not men- 
tioned in the complaint, they ap- 
parently kept prices at ceiling and 
suffered the loss themselves. 

George Whiteside, counsel to 
American Tobacco, in turn, ac- 
cused OPA of interpreting the 
regulations inaccurately. The ar- 
rangement between company and 
jobbers, he said, was intended to 
keep a steady flow of cigarets to 
the armed services, even though | 
this meant a loss to the company. 

To eliminate delays in delivery, 
especially to isolated spots, Mr. 


authorize jobbers near them to 
make deliveries. The government 
paid the same prices to the jobbers 
as to the company, but the com- 
pany decided, for the sake of | 
morale, to give a bonus payment 


to the jobbers for the work they 
id and for which they received | 
no profit. When a schedule was | 
worked out, reducing the costs in- | 
ved, the company reduced its | 

bonus payments. 
American Tobacco will contest | 

the OPA action. 
meee 

CBS Starts Shortwaves | 


from Cal. Transmitter 


First broadcasts from CBS’ new 
transmitter at Delano, Cal., were 
beamed overseas Nov. 26, seven 
months after construction began 
n the plant, to be operated by 
CBS and programmed by the OWI 
and the Coordinator of Inter- 
American Affairs. 

The OWI will furnish psycho- 
logical warfare material in addi- | 
lon to news and information pro- | 
rams to be. broadcast to Japan, 
South China and Thailand, while | 
the CIAA will use the transmitting | 
plant for cultural and informa- 
Uonal programs to Latin America. 


a 


— 


|A PI BOOKS 


for 
Christmas-giving 


“The Diary of an Ad Man" 


y James W. Young 

6 pages—$3 postpaid 

acher of Business: The 
| ublishing Philosophy of 
. ames H. McGraw" 
pages—$1 postpaid 


Technique for Producing 
leas" 


y James W. Young 


| pages—$1 postpaid 


scounts for quantity orders. 


*- vertising Publications, Inc. 
00 E. Ohio St., Chicago, 11 
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G-F Sales Promotes 


Arthur J. Grass, former district 
representative of General Foods 
Sales Company in Detroit, has 
been named sales staff assistant 
for Gaines dog food products at 
that company’s sales office in New 
York. He succeeds John Guter, 
now with Armstrong Food Com- 
pany, Sherburne, N. Y. 


Plastics Guide Out 


A 1944-45 directory listing 440 
member plastics concerns in the 
United States and Canada with 


product and personnel listings, has 
been published by the Society of 
the Plastics Industry, New York. 
Copies may be obtained from the 
Society at 295 Madison Ave., New 


York, at $2.50. 


Fredericks Rejoins Cook 


S. E. Fredericks, who has been 
on leave of absence for two years 
from Cook Publications, New York, 
has returned to his former posi- 
tion as advertising director of the 
Voluntary and Cooperative Groups 
Magazine and Self-Service Grocer, 
Cook publications. 


McKesson Buys Gilmore 


McKesson & Robbins, Inc., 
Bridgeport, Conn., has purchased 
W. J. Gilmore Drug Company, 
Pittsburgh wholesale drug con- 
cern. James L. Freeman, president 
of the drug company, will be chief 
executive of the new division. 


Tom Means Joins WOL 


Tom Means, assistant sales pro- 
motion director for CBS owned 
and operated stations, and for- 
merly with WCSC, Charleston, 
S. C., on Dec. 18 joins WOL, 
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Washington, as director of pub- 
licity and promotion, replacing 
Charles Zurhorst, now assistant to 
Theodore Granik, producer of the 
Mutual series, “American Forum 
of the Air.” 


CORN — HOGS — OATS — CHICKENS 


YmPrPvUP 


CATTLE — SHEEP — HAY — WHEAT 


worthless if there is no one to hear. 


radio broadcasting advertisers are interested in “who” 


T HERE is no substitute for the spoken word .. . 
whether it's to offer an invitation, issue an order or sell 
anidea. That's why radio broadcasting is today the 
world’s greatest means of contact among peoples. 
Radio broadcasting is personal contact amplified a 


million or more times. But even the spoken word is 


That's why in 


and “how many” hear any station’s spoken word. 


THAT'S why in Oklahoma radio's spoken word is best 
spoken by KVOO, Oklahoma’s most powerful station, 
located in the heart of Oklahoma's most densely popu- 
lated market area with the state’s highest per capita 
income. Over 49% of ALL the people in Oklahoma 


live in the 30 counties of Northeastern Oklahoma. 


KVOO ALONE blankets this rich area plus bonus 


counties in Oklahoma, Kansas, Missouri and Arkansas. 
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" caddies for client 


’ : I’m two over fives. How about my giving you 
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This department is a reader’s forum. 


sponsored H. VV. Kaltenborn’s 
a 4 broadcasts since 1939 and it was 
To the Editor: Copy Cus Asks | jn May, 1940, when the change 
WHO BUSTED BUSTENARI. THE AN-| was made from CBS to NBC. 
SWER COMES BACK “ApoLF HITLER| Therefore, you will see that his 
& Co. ’ | disagreement with Paul White in 
Rex W. WADMAN, 1943, which was given consider- 
New York. | able publicity in advertising and 
| radio circles, came long after he 

had left the Columbia network. 
I thought you should have this 
information in the interest of cor- 

rect reporting. 


That Man Again 


+o on 


Sets Record Straight 


on H. V. Kaltenborn 


To the Editor: My attention has 
been called to the story in your 
Nov. 27 issue on radio commenta- 
tors. The following statement in 
this article is incorrect: ‘ " - , 

“One of the most vehement hap- No Cribbing Allowed 


pened in the spring of 1943 when To the Editor: Here’s an adver- 
H. V. Kaltenborn, then news anal-/tising note with a New Yorker 
yst for CBS, disagreed with that | ‘“twist’”—of late, our fieldmen have 
network’s news policies, resigning | been reporting that Petroleo Del 
to join NBC after verbal ‘battles’| Mundo is being used as a textbook 
with Paul White, CBS director of in the Spanish classes held by the 
news and special events.” | American oil companies in South 

For your information, we have! America who are 


F. H. MARLING, 
Advertising Manager, Pure Oil 
| Company, Chicago. 
v v v 


Letters are welcome. 


their personnel learn Spanish. It 
seems that they cannot “crib” be- 
cause the magazine is. printed 
entirely in Spanish. 

Would you call that a “plus” 
assurance of readership? 

R. D. La Fonp, 
Advertising Manager, Petroleo 
Del Mundo, New York. 
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Self Interest Appeal 


To the Editor: We read with 
considerable interest the Creative 
Man’s remarks about Bituminous 


|Coal Institute’s recent advertise- 


ment, “Don’t build high heating 
costs into your chimney.” 

He, of course, had no means of 
knowing that this was the initial 
advertisement in a new campaign 
and that in it we were endeavor- 
ing to define the theme which the 
campaign would develop further 
as it progressed. 

In the belief that he will be in- 


insisting that| terested in more complete infor- 


' Porcus... 


Acc’t Ex: Let’s see, you’re one under fours, 


two strokes instead of four on the last nine? 


Client: Think nothing of it, my boy. Now 
about that new campaign. What we need is 
something we can really merchandise in the 
first 20 cities: places like New York, Chicago, 
and... 


Acc’t Ex: Iowa! 


Client: Iowa? Even the caddy here knows 
that’s a state, not a city. 


Porcus: Geographically, sir. But not saleswise. 
=~ Urban Iowa has been a city ever since The Des 


Moines Register and Tribune achieved 70% cov- 


erage, double the merchandisable minimum, of 


all the consumers and sales outlets in the state. 


Client: You mean one newspaper covers 70% 
of the Iowa market? 
Acc’t Ex: I do—and what a market! Not only 


one of. the first 20, but the first—if you want 
stabilized buying power. 


a Be ae 


a 


Covered 


A STATE-WIDE 


Metropolitan lowa- 
ty LHE DES MOINES REGISTER ann [RIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S 


FIRST 20 CITIES 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 
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yids DONT WANT 4 
you 
Ais “ an 1G PROBLEM Chyp* 
, ae 
ae if 
* 3 


+ «> here's how te avoid itt 


Be $e ot” 
hihi & 
+23 <4 
; ae kee 


TURES CORE FWATENETE, OF FRET C8 BTR EET, BOW Pose eR ee 


we 
| 


WHAT TO DO—Bituminous Coal In- 
stitute plumps for an adequate chimney 
and bituminous coal as "far-and-away 
the cheapest home-heating fuel" in 
this ad in shelter publications, part of 


its developing campaign. 


mation about this campaign and 
the situation with which it is de- 
signed to deal, we are enclosing 
two proofs of advertisements pub- 
lished subsequently to the subject 
of his article, proof of an adver- 
tisement, and a folder addressed 
to coal retailers and a booklet for 
the prospective home builder. 
Even a quick reading of this| 
material will give him a much| 
better understanding of this cam- | 
paign’s basis and objective than is 
possible through reading the in- 
itial advertisement with which this 
article dealt. And it will reveal, | 
we believe, that in our advertis- | 
|ing approach to the person plan- 
|ning to build there is a consider- 


| able element of service to him and| kind of hard to really tell you 
| folks just how much it means { 
'us to get this chance to keep y 
|a little on what is going on back 


| home in our own field. All I car - 
| say is that it means a great deal LL 


| appeal to his own self-interest. 
Harry M. VAWTER, 
General Manager, Bituminous 
Coal Institute, New York. 


we oe | 


Pony Edition Wins | 


one of our sales represent | 


Charley Cilley, now serving 
active battlefront, speaks fo) 
and may be another suit 
your “letters” column: 

“T’ve received two or three 
of the pony edition of Apve; 
AGE recently and suspect th 
have had something to « 
their being sent to me. A) 


| they’re mailed from New y 


an IEN envelope and I w: 
to know that I appreciate 
them. Within a month I be 
third year in the Army, 

can well imagine that I mi 
pretty much out of toucl 
space peddling and all th 
pertaining thereto. I still 

fond anticipation of retur: 
it again, however, so the 
paper which has come m 
of late makes me feel as 


LVE 


tself 


ng t ol e 
littlefmthe 
Waypmmol the 


nough sin 


I weren’t quite so far removegfihave 


from the old stamping ground. his 


“All goes well with me and jf Ho 


hope that you’re taking everything —liev' 
in stride, too. Am looking forwarq facqua 
to the 1946 sales meeting.” ailro 
F. Morse SMI, tion — 
Vice-President in charge, In- olun 


dustrial Equipment News, New 


York. 


To the Editor: For one 
every month I leave this part of 
the world and spend those 60 min- 
utes with my first love—advertis. 


hour 


ing. Sometimes it takes me a little « 
longer to read the Pony Edition, | 


because I find myself reading the 
same article several times because 


there is a familiar 


tioned. 


name 


men- 


Py 
7 
I’m a little more fortunate than \ 


a lot of the fellows out here w! 
also get the Pony Edition, because 


| my dad sends me his full-size copy 


of ADVERTISING AGE to read. It 


especially to me, and when I hea 


other fellows talk about how 


much 
: ’ . they’re losing out on developments MM house 
Servicemen’s Plaudits |in their particular fields I realize MMinfor: 
To the Editor: The following|/how much your Pony Edition rta 
letter which I’ve just had from! helps to make me feel that I am natic 


@ SOUTHERN FLIGHT 


‘ PLUS MODERN AIRPORTS 


ie eae 


SOUTHERN FLIGHT 


for eleven years has dominated 
the Aviation South—first in air- 
craft plants; licensed pilots; 
flight and mechanic schools; 
airline headquarters and main- 
tenance bases, licensed air- 
planes; military air training, 
and number of airports. Your 
message in Southern Flight— 
read by key men with authority 
to buy—commands action, 
yields sales. 
Detrost Representative 
CLARK STEVENS 


639 New Center Bidg 
Tel. Madison 0639 


los Angeles Representotive 
EDWARD BRAND 
816 West Sth 
Tel. Michigon 1732 


* SOUTHERN FLIGHT'S MARKET DATA BOOK 
TO AVIATION ACCOUNT EXECUTIVES....WRITE OR WIRE 


| 
DY 
uti 


é 


MODERN AIRPORTS. 
“a magazine within a magazin 
provides concentrated natio: 


coverage of the billion-dollar air 


port market. It reaches every 4 
port manager, airport commiss! 


member, state airport or aviation 


official, federal. airport special: 
and officers of municipalit 
charged with new airport constr 


tion and maintenance of present | 


cilities. Through Modern Airpo 
you can economically tap this v: 
buying power in a single mediu 


New York Representative Home Office 
HAROLD IVES PO Box 
Room 1011, 247 Park Ave DALLAS 
Tel. Eldorado 5 6589 Telepho 
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é . 
tive ine ar f th rorld’s mos . ‘ as . ieee ' "a z OR - a 
D aac Ao Shsedinan: eee Appoint To end Fisher —— rane Rica yoo Caudell to Freez-All Petar Eco rligg By ig ang 
tse Congratulations on a grand job Townsend Advertising Service, | president; E. H. Teeter, Durkee | W. M. Caudell Jr., formerly |The new rate structure bawaleiaes 
yell done, and I am grateful to | Burlington, Vt., has been appoint- | Famous Foods, 2nd vice-president; | Manager of the standard products | an increase of 13.6% in circulation 
\pvertIsING AGE and McCann- |ed as agency for Fonda Container | J F. Vogler, Corn Products Sales | division of Corbin Screw Corpora- guarantee with an increase of 
Digf/rrickcon (my old stamping| Company, St. Albans, Vt., maker | Company, treasurer, and R. F.| tion, New Britain, Conn., has been |g 30 in advertising rates 
ISIMlMeyounds) for this opportunity of|0f paper containers; White Cup-| puffy, Junket, secretary. |appointed assistant sales manager 
You ecping abreast of the news and ap pe te genie bn and ne Se Se |of the Freez-All home freezer 
WithlMhose brief respites from the job|the Woodstock cooperative winter . division of Portable Elevator Mfg. 
WayMe war. sports campaign. Tuthill Elected V.P. Company, Bloomington, Ill. || Artists’ Materials & Rubber Cement 
k in : [acCORMACK McENDREE, —_—_—__——— Horace S. Tuthill aT., with the | Se Printers’ Paddi Cc d 
youl 2c. USNR, c/o Fleet Post company since 1920, most recently | » - 8 — Vee 
dale <2. “maar alia Gad. Grocery Execs. Elect as general sales manager. has been | Scholastic’ Ups Rates l?¢ 6 tillie Maeee oe 
D my y,vwegy Thomas E. Reynolds of Standard | elected vice-president of Sheffield| Scholastic Magazines, New York, | > oe ssid 
you Railroads Help Out Brands, Inc., has been elected|Farms Company, New York unit|is increasing advertising rates for || 314 N. Michigan Ave., Chicago 1, Ill. 
t fee) > the SaRiad:, Wile: Gentes weit ae oo Grocery Manufac-|of National Dairy Products Cor- | the combined unit of aber ll Central 3373 
Wit o tne ° , turers Sales Executives i Oo. ion. i Pek i 
"i ME ierest that the Creative Man has rs s Executives of Chicago. | poration Scholastic, World Week and Junior 
ve inmmrecently modified his statements 
ng togmof a few months ago concerning 


littemthe “boastful and tiresome” copy | 
waviof the railroads. | 
ri Since then, a few of his critics 


lougr 
eh ave pointed out the unfairness of 
nd, (nis original comments. 
and [ However, I am inclined to be- 
ythingIgglieve that he is perhaps still. un- 
rwaramacquainted with the job many | 
ailroads have done in the promo- | 
H. tion of war bonds, blood donor 
In- olunteers, telling the people about 
New (— 
How a Heart-Beat 
hou in @ Smell Town Seves a Life 
art of 
) min 
Vertis 
a little 
dition 
ng the 
ecause 
men 
e than 
e WI! 
€CaUSsE 
€ Coy 
i, ] 
ll y | 
ans 
ep | 
1 Dac 
I ca 
t dec | 
I he 
- much 
yments ouseheating fuel shortages, and 
realizeMMinforming them with other im- 
idition MM portant war messages and infor-| 
I am nation. - | 
—— The two Erie Railroad adver-| 


tisements attached are typical of | 
these activities. Both of these ad- | 
ertisements appeared in more 
than 100 newspapers and several 
nagazines during the months of 
September and October. I think 
e will agree that these are good 
xamples of unselfish wartime ad- 
ertising. 
Won. D. THACKERAY, 

Griswold-Eshleman Company, 


Hahn Denounces 


Premature Statements 
Manufacturers who announce 
prematurely that goods are avail- 
able for civilian use are causing 
l-will and embarrassment for | 
‘tailers, according to Lew Hahn, | 
eneral manager of the National 
Retail Dry Goods Association. 

In so doing, Mr. Hahn pointed 
Out, manufacturers fail to make 
ear to the public that long 
eri must elapse between the 
me the manufacturer receives 


bigger PO Ego glory Little Elmer says: ‘‘There’s ne fooling about 
Ume when the goods are again on ° ° . 
tl counters, with the result that WGN’ s leadership in local and national spot 
is .@) CustoO ‘'S S } 
before merchandise is on business among the major Chicago stations.’’ 


Asks WPB Release More = 


’ BPaper for Advertising of ( Z, Th, Ye SS ; 
letter recently sent WPB 


fe: 
; in J. A. Krug, George P. ; ~*~ 5 
president of William F % 
© ompany, Altoona, Pa., and CHICAGO 11 ILLINOIS ie 
t of the Pennsylvania Re- 90,000 WAITS 720 KILOCYCLES 
Association, urged relaxa- 
newsprint limitation orde1 
, t the earliest possible date 
¢ & rable stated that retailers 
pend on newspaper adver- 
) help expedite the flow of 
goods from producer t 
during the reconversion 


elco Names Mischka 


eleo Instruments Company 

industrial instrument 

cturer, has appointed Z. H 

; Company, Chicago, as 

: : relations and advertising 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17,N. Y. © PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 


ee ee  — ee ee Pa el Ree, 
ae ‘ e a - S25 eet Poe 
EY paVereeetar yy fea tp ie! byl, a ve vm . Bir ” . Soe be 
ede ees ee a a —_——_—_——— we: . =a ees ee er ae Fee .. os) ee 
AS ee) ge) isk x a eS ie 
o% BSA \ a ai ote ine 4 ——— { a a a ae ; mane At, ‘ eat ae . “9 
a .s 7 ——— ee = ee sg na 
eet. * A “ie Soe a i 
; ‘ : ‘ ‘ ; Be ery Bos : 
ae ie ; - . vee = i) [hr Sarees n 
a = . tS — -— Zz f e a—| eos % : 
< »" : es is oh = =x = w aks BS oe we 
hom i = as e . Siar 
sa eal eee EE ES wy Sa SS ‘ Poe at 
ue to y i one. et ‘ e — oe — 
pee a Ci x) Sul ns . 4 en a al 
— a 2 ee a . Sa 
ie ola oe en > 2 jj: ees, Pg ie 
’ & “el bid a rs — “aR bk 2 Ed - i St ae 2 a aa 
¥. He. < aia .  . % . : ee - git . , £3 * ae Bo se 
aE il i ’ md. J i oe : ! es eS § Pese Bee 
a . ee — , rE eee ie , ier WS tae Pet as a 
ae all a “ Fg ) - £ . a ie Fre ° , By Ris an es < 
a UO ee oe seh /O" & — Ses 5 . rT wef x aaa 
| tae , ; Mf Sy ae shy ake PER a dy ae 
es 3 — Ree eae =. 8 ; r ar UJ : eRe ere aa 
Se er - — ; a ——— “aa * eee 
ee a ee < — —" c ) ; a : laa Ma 
ae a SF ~y F es a NJ Wee. a a 
i ca Bin pr 4 > ee — tee ae). ee 4 <4 a 4 a bain 
rae a ty is ‘a9. My be ‘ 5 5 : Dr A i OP 2 etme ‘ 
5 E % fae he a a np NS Pigs 4 — , a = Wh? ate ee = =i 
ne 2 hy me ae — a a RA — = . oa . op ; AD ef as * wg 
‘ae le al wi he ‘me . . 2 RAS ; : Ba Sc: 
sas - ae oy , ie poh Be jake: aes RG aes 
— \s ite ane = | —\ ee 
; * ee § Guy N ee . 1, aii Soy Ku. “EERESNS. ae é 
y , ’ me —- ae =e Oe a 
. Nae ey ml yWhaa 5 
. ‘ Ry my ope +, Ao . . . . a 
= : - _— . tee Sat aed 
== , as > | bs \ 
cea } et 
—S — iowa — — ——_——— ee ee a 
—~————— —— ee SS ae a 
r a." 
} ai tame # - 
- . hi “Sa. ot 
. * i » *\ Ay 
ie bor . -_—_—__- os: oe ‘ 
hi a el ee | 
: re “Dia i —— MP 
i = pk ' ee iv 
. ee % . oT . od 
= = por ’ ae ‘ : 
th. : e = ae is 
— a . a > rears . ae Lon 
ae ae —_—e VAS is Foe ~ * 
i “7° oi A S . 
>! oa ety : a ie 
‘ _; |) -= / ‘ oes a= 
: = j ae ad * a (( Wor 5 \ Bo) 
af Jae te + -_ : 
ff 3 he ) > acc ad . ® ee > \ Eitsne 
4 : a, a ae — = 
hy eee ie - P Bn sole J a ————— | Se — Ce ee al 
‘ Ree ae es * si Ail ne = me  SSoe 4 6 SS 
Cievelana, O. Seal eee @ — — << oe — 49% ; ele: 
1 es e en —— SEP . = OSX > 
— . ge - EJ 7 = = ees ae 
-_—-— nd “ se = se a 
. no ~~ . car 
; co r. andl ba tices — , * 7 es 2 
ii we 7 9 oY are 
i ] ee . bs > ° * ——— —— Se —_ ee ' one 
—-+—_ ; zi . ——_,, = = —S ee 
% yy  @7 ~- . se \ “ 
ane . Nas ie 
—— ee 
lite =r | ee 
Be), oe 
| f ‘ ater” 
3 eet 
] f 
n ee 
en 7 
4 MUTUAL BROADCASTING SYSTEM 
— 


ag 

"Magazine Digest’ 
Fined for Excess 
Usage of Paper 


lishers entered a plea of guilty on 
all counts. 

| One charge was that in the Jan. 
|1-March 31 period this year the 
|company “did use print paper not 
|in accordance with the paper 
| issued.” Two charges were that it 


Ottawa, Dec. 5.—Canada’s de-| purchased paper not in accordance 


termination to crack down on any 
infringement of paper control reg- 
ulations was made clear in a To- 
ronto court last week, where pub- 
lishers of Magazine Digest were 
fined $10,000 and costs on five 


with its permits in the periods 
April 1-June 30 and July 1-Sept. 
30. Two others were that it sub- 
mitted false statements in report- 
ing paper consumption for Jan. 1- 
March 31 and April 1-June 30. 


Quotas Exceeded 


John Atkin, Prices Board print- 
| ing administrator, said he had sev- 


zs 
ROC | eral discussions with M. Simmons, 
QLINE- A Kk ISLAND |president of the company, over 
Ww ALLINOIS: |using more paper than was al- 
WA prey tb aN | lowed under the permits issued by 
THE FARM. MACHIN ERY 


charges filed by the Wartime 
Prices and Trade Board. The pub- | 


i ag 2 Se es. 
Al AE A deputy administrator, testified that 
weet tS AMERICA |the company’s paper quota in the 
Bt TTL COO Thr eee | first quarter of 1944 was 106 tons. 
pis ty a ee | It reported using 113 tons and| 
_ ; actually used 127. In the second | 
| quarter the quota was 108 tons; it | 
reported using 119, actually used | 
1/140 and purchased 180. The third | 
quarter quota was 104 tons and| 
for this period the company made 
no report, although 


it used 210) 


tons and purchased 305 tons of 
paper. 

Magazine Digest carries no ad- 
vertising and obtains no revenue 
from this source. The reduction 
in the company’s paper quota will 
make it impossible to supply 
1,000,000 copies of the February 
issue now on order. 

The company has been put on 
short rations until its shortage has 
been made up. 


Am. Soap to Break 
Tish in N. Y. Area 


American Soap Powder Works, 
Brooklyn, in mid-January will 
launch an intensive newspaper 
campaign in the New York metro- 
politan area, supplemented by 
point-of-sale displays, for its new 
product, Tish, water softener and 
all-purpose cleaner. Norman D. 
Waters & Associates, New York, 
is the newly-appointed agency. 


Birds Eye Names Shultz 

Allen M. Shultz, controller of 
Birds Eye-Snider, Inc., a subsidi- 
ary formed in January by General 
Foods, has been named a vice- 
president of Birds Eye. 
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United Air Lines 
Quizzing Patrons 


on Preferences 


Chicago, Dec. 5.— United Air 
Lines, which recently placed, an 
order for 50 four-engined pas- 
senger-cargo planes for postwar 
use, has begun distribution of 195,- 
000 questionnaires to its patrons, 
seeking their preferences as to the 
design of the interior of the new 
transports. 

Company Officials said they ex- 
pect by this weekend to receive 
delivery of the last of the two- 
color 24-page questionnaire book- 
lets and business reply envelopes 
accompanying the folders, and to 
complete placement of the ma- 
terial in the hands of present trav- 
elers, traffic control officers and 
patrons on record. 

The booklets expiain that, for 
best use of the proposed 44-pas- 
senger and 56-passenger planes, 
the company needs to know the 
travelers’ preferences not only for 
interior design but also for fre- 


i'quency of service and the like. 
|Patrons are asked to state prefer- 


Market? Then let } GBI prove that it has 
what it takes to sell what you've got 
... for it’s the biggest, most powerful sta- 
tion in the rich Scranton — Wilkes-Barre 
area. And day in and day out it works 
this desirable market inside out to give 
you more sales for every dollar spent. 
We know of 127 advertisers 
who have used WGBI consistently 
for four years or more. They’ve 


learned it pays to get their message 


cat across to the 629,581 prosperous 
i Scranton — Wilkes-Barre spenders 
- it ...thatit’ssmart to RELY on 

é WGBL. Why not see for yourself. 


A John Blair man can tell you 


about availabilities. 


FRANK MEGARGEE, President 


CBS AFFILIATE «- 
1000 WATTS DAY + 


910 KC 


--.- remember that WGBI reaches 
more buyers in this profitable 
area than any other station! 


Interested in selling the Nation’s 19th 


500 WATTS NIGHT l 
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ences for various types of <eat 
window and floor covering, ‘at. 
tresses for berths, cabins and com. 
partments, lighting arrangement; 
lavatory facilities, amusemen: fo. 
cilities, meal courses, and the like 

They are asked to say whethe 
their families would trave! }, 
plane on vacations if air fare: arp 
approximately the same a: 
Pullman fares; whether they pre. 
fer one or two stewards or siew-. 
ardesses; how helpful the com. 
pany’s counter sales agents are 
how they want to travel to air. 
ports when making trips; wh: 
they would use planes or trains jp 
traveling between such poi! ; 
New York and Chicago; how they 
make arrangements for airline 
travel, etc. 

Tabulation of the replies will be 
completed within a month or 


weeks. " 
AUTOISTS QUIZZED 
New York, Dec. 5.—The Ney 


York Times, at the request of the 
Society of Automotive Engineers 
is conducting a survey among its 
readers to determine their opin- 
ions on what changes and im- 
provements should be incorporated 
into the bodies of postwar pas- 
senger cars. 

Convinced that all past records 
for vehicular production will be 
surpassed in the postwar period, 
car manufacturers, it is said, are 
eager to find out what the public 
wants before production starts, 
The survey, results of which will 
be analyzed in January at the an- 
nual meeting of SAE, is expected 
;}to reach a representative cross- 
section of the car-buying public. 


Questions asked in the survey 
range all the way from whethe: 
bodies should be larger or smaller 
|to whether running boards should 


be eliminated. Other queries bea 
on seating arrangements, comfort 
|features, vision, two-door versus 
|four-door bodies, ornamentation 
|and luggage space. Sample ques- 
'tions: “Should head room be sac- 


|rificed to obtain a sloping roof?” 
|“*Which is preferable, the closed 
| body or the folding-top body?” 
|“Is too much attention given t 
|fancy shapes and contours on in- 


side and outside hardware?” 


| When civilian output of cars 
'ceased in 1942, according to t! 
| Automobile Manufacturers As- 


sociation, the age of the average 
car was estimated at five and one- 
half years. Manufacturers 
mate that civilian demand for nev 
cars after the war will be 6,000,000 
| yearly for several years. 


‘ . 
‘News-Journal’ Appoints 
Linsmere to Exec. Post 

| Virginia Linsmere, secretary of 
| the News - Journal Corporation, 
|Daytona Beach, Fla., has _ been 
named assistant to the publisher 
|of its newspapers, including the 
Daytona Beach Evening News and 
| Morning Journal. Miss Linsmert 
| has been with the company sinc 
{its incorporation 18 years ag 


P 
la Appoints Rudolph 
Harold J. Rudolph, fo 
with Standard Brands, Inc., New 
York, and_ previously  resear¢ 
|executive with Colgate-Palmolive- 
|Peet Company, Jersey City, has 
| become assistant to the vice 
| dent in charge of research < 
\liam Esty & Co., New York 
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Net Paid Readers 
Not Whole Story, 
New Study Shows 


New York, Dec. 5.—Circulation 
figu alone are not entirely rep- 
rest tative of reader _ interest, 
John R. Buckley, vice-president 
¢ Good Housekeeping, asserts in 
the publication’s third report of its 
continuing study of women’s mag- 
azine audiences. 

Declaring that the purchase of 
the magazines studied in the sur- 
yey, Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wo- 
man’s Home Companion, is merely 
the beginning “of a cycle of activ- 
ity,’ Mr. Buckley points out that 
the combined circulation of the 
four magazines is 13,455,996, but 
that the survey indicates there are 
17,450,000 women 15 years old or 
over who read one or more of the 
foul 

Another point he emphasizes is 
that the net paid circulation of 
the four magazines has decreased 
1.7% in the period studied because 
of paper restrictions, but that the 
audience has increased, through 
neighborly exchanging, 2.7%. 

Differing from the two preced- 
ing studies, the third Good House- 
keeping report has projected its 
samples. The results are based on 
interviews with 12,194 women in 
a sample of the population repre- 
sentative as to geographic division, 
size of place, age, color, economic 
level, position in household and 
employment, using the 1940 census 
as a base for distribution of inter- 
views and defining a reader vari- 
usly as one “who reads one or 
more items” and who “reads 10 or 
more items.” 

In the age group, the report 
shows that women between 30 and 
44 years of age read more items, 
although those less than 19 see 
copies of more of the magazines; 
women in midwestern states read 
more of the magazines studied 
while those in the far western 
states read the fewest; women 
living in towns with populations 
between 100,000 and a million read 
more of the magazines, and those 


n towns from 2,500 to 10,000 peo- | 


} 


ple read the fewest of them; and 
those who are in the ultra-pros- 


perous group read the least num- | 


ber of items, and those in the 
lower middle class read the great- 
est number of items. 


United Welding to Lyon 
United Welding & Mfg. Com- 
pany, Hartford, Conn., manufac- 
turer of aluminum parts for air- 
craft, air conditioning and allied 
industries, has appointed S. Duane 
Lyon, Inc., New York, to handle 
advertising im newspapers, con- 
sumer Magazines and trade publi- 


itlons. 


C O’ Out Jan. 1 
C Q, a technical monthly de- 
ted to radio amateurs and ex- 
perimenters, will be published 
van. 1, 1945, by Radio Magazines, 
York. Circulation will be 
ed to 10,000 and the publica- 
n will carry display advertising. 


If it’s 


A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


SOLS EE PLT TENT fF 


“Independent Survey of Providence Bulletin 


| 
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Toy Sales Pushed So successful has the toy cam-| publications. A doll coloring con-| KOH to Join NBC 


paign been this year, said a com-| test is now running in children’s 
P pany official, that advertising and | magazines. | KOH, Reno, Nev., on May 15, 
by Noma Electric promotion appropriations will be| Noma continues its manufacture | 1945, will join NBC as a supple- 
upped considerably in 1945 to|of radio, radar and electronic|)mentary station to the Pacific 


about $300,000. Cited as an exam-|equipment for the government.|Coast network, bringing NBC’s 
n Larger Drive ple of the success of promotion to | The "cone is handled by two/total to 150 outlets. The station, 

New York, Dec. 5. — Noma] date was the sale recently of the|agencies— Erie Baker Company,|owned by McClatchy Broadcasting 
Electric Corporation, manufac- | 1,500,000th walking dog, one of the Chicago, and Foster & Davies,| Company, is currently a Blue Net- 
turer in peacetime of Christmas] company’s most popular items. Cleveland. | work outlet. 


and other decorative lights, is Half-page ads in four colors will 
stepping up advertising in news-|be used during December in the} 
papers and trade publications for] comic supplements of Metropolitan | 
wooden and plastic toys devel-}]Group newspapers. Space will! 
oped by the company since light] also be used in other dailies and | 
production was stopped. in a list of toy and novelty trade | 


GIBBONS KNOWS CANADA 


ADVERTISING J.J. GIBBONS LTD. menmocnanciseeze 
200 Bey STREET. - TORONTO 


TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVE? 


An International Daily Newspaper 
Published by 


The Christian Science Publishing Socie 
1 Ss ty 
One, Norway Street, Boston 15, Massachusetts 


BRANCH OFFICES: 


New York, Chicago, Detroit, Miami, St, Louis, 
Kansas _City, San Francisco, Los Angeles, 
Seattle, London, Geneva, Sydney. 


Youll Find ‘his Newspaper 
on 4000 “City Desks” 


The Christian Science Monitor is a newspaper so authentic in 
its news reportings, so impartially keen and analytical in its 
interpretations, that 28% of the newspaper editors of Amer- 
ica* turn to it as a source and a check for their own material. 
Seldom does an advertiser reach so impressive an editorial 
readership through a single medium. 


j y 


One of the “City Desks” on which the Monitor is not only 
found but used, is that of The Florence Herald, in Florence, 
Alabama. Its editor, Marcy B. Darnall, writes, “I desire to 
express my appreciation of the valuable assistance The Chris- 
tian Science Monitor has given me in obtaining information 
concerning world affairs not available from any other source. 
I often quote from it, with due credit, in my editorial work.” 


*Figure based on 
figure from Ayer 
Guide, 1943 vol- 
ume. 
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Paris Edition of 
‘Herald Tribune’ 
Expected by Xmas 


New York, Dec. 6.—First print- 
ing of the Paris edition of the New 
York Herald Tribune since June 
12, 1940, probably will take place 
before Christmas under present 
plans, Howard Davis, business 


| progress of the war is concerned. 


manager of the Herald Tribune,|the paper, and oldest living em- | 
told ADVERTISING AGE. He added, | | plave of the Paris Herald, Euro- 
however, that the appearance of| pean edition of the Tribune until | 
the first edition by Dec. 25 can be} 1934, when the Chicago Tribune | 
affected by conditions in Fré its Paris edition to Ogden | 
both political and insofar as the| Reid, president and editor of the | 
| Herald Tribune. Business manager 
will be Miss Renee Brasier, who 


Mr. Davis could make no pre-| 


dictions as to the financial success held that position until the paper’ 's| : 


of the Paris edition in 1945 and|suspension in 1940. 
thereafter, its future being de- | According to the Herald Trib- 
pendent on how fast consumer /|wune’s advertising department, 
goods can be made available and| American advertisers have shown 
|}advertised to the French, as well| considerable interest since the de- 
|as the rapidity of growth of the! cision Nov. 22 to accept copy for 
| paper’s circulation. the Paris edition. Approximately 
Since September, William Rob-/68 advertisers have ordered space, 
based on no particular guaranteed 


inson, advertising director of the 

Herald Tribune, has been in Paris | circulation figure. A flat rate of $1 
at the paper’s headquarters in the| per line is charged advertisers with 
Rue de Berri, and Everett M./no direct selling opportunities in 
Walker, assistant managing editor,|the edition’s trading area, while 
has been sent to Paris to oversee | $2.20 a line is the rate for adver- 
the resumption of the paper. tisers with “direct consumer possi- 
bilities.”” Copy size is limited to 50 
Parsons Is Editor lines on one column, and two and 
Editor in Paris will be Geoffrey |a half columns will be allotted to 
Parsons Jr., war correspondent for|advertising for each four - page 
the Herald Tribune in that city.|daily edition. The paper will be 
He succeeds Laurence Hills, who| standard in size, and Mr. Robinson 
died in France in March 1941,/has satisfactorily worked out the 
during the occupation. Managing | newsprint and paper problems, it 

editor will be Eric Hawkins, re-|is believed. 
cently in the London bureau of On the front page of a recent 


59. 2%" of POPULAR MECHANICS 


a 


po ae 


“READERS own 1 their o own homes. 72.7% a 


Add these and other 
facts and you can see why 
POPULAR MECHANICS is 
America’s BEST BUY when 
it comes to reader 


preg ey Olly 


Roce Pree Me 


>. 


Popular Mechanics 


has never exceeded 


$150 
= 


During the past 5 years, 
rate 
per page per thousand 


% Allstatistics taken from our new 44-page 
survey report entitled “X-RAY OF A 
POPULAR MECHANICS READER.” 
Send for your copy. Popular Mechanics 
200 E. Ontario St., Chicago 11, Ilinois. 
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Current Network Hooperatings 


Evening Program Audiences 
MOST LISTENERS PER SET 


iost Men: 
Most Women: 
Most Children: Lone Ranger, 


1. Monday, 9-9:15 p.m., EWT..... 


Program Total Sponsor 

| 1. Sammy Kaye 3:12 G. W. Luft Co. 
Parker Pen News 3.10 Parker Pen Co. 
Fannie Brice ; 2.98 General Foods 


Walter Winchell, with 1.08 (Jergens Co.) 
Sammy Kaye, with 1.61 (G. W. Luft Co.) 
with 1.02 (General Mills) 

MOST SETS 


Programs: Counterspy (Mail Pouch Tobacco Co.) 
Radio Theater (Lever Bros.) 
Gabriel Heatter (R. B. Semler) 
Telephone Hour (Bell System) 


2. Monday, 9:30-9:45 p. m., 
Programs: 


Spotlight Bands (Coca-Cola Company) 


Radio Theater (Lever Bros.) 


Information Please 
3. Tuesday, 9:30-9:45 p. m., 


IN USE 
Ce ee ee eee cere ees essoenees 46.8 
Truigret Veer ee eee ee ee 455 
(H. J. Heinz Co.) 
ci bly Se weld Pate Os aed eS 453 


Programs: Spotlight Bands (Coca-Cola Company) 
This Is My Best (Schenley Imp.) 
Fibber McGee & Molly (S. C. Johnson & Son) 
HIGHEST SPONSOR IDENTIFICATION 


Radio Theater, 
Other 0.2 (Lever Bros.) 


9-10 p. m., Monday, with 91.2, Correct Product 91.0, 


FIRST FIFTEEN EVENING PROGRAMS 


Program Sponsor 
Bob Hope Pepsodent Co. 


Fibber McGee & Molly S&S. C. 
Radio Theater Lever Bros. 
Mr. District Attorney Bristol-Myers 
Abbott & Costello R. J. Reynolds 
Bing Crosby 

Joan Davis & J. Haley 
Charlie McCarthy 
Jack Benny 

Screen Guild Players 
Dinah Shore 

Walter Winchell 
Eddie Cantor 

Bob Burns 

Aldrich Family 


Johnson 


National Dairy 


American Tobac 
General Foods 
Jergen Co. 
Bristol-Myers 
Lever Bros. 
General Foods 


Kraft Cheese Co. 
Standard Brands 


Lady Esther, Ltd. 


Net- Rat 

Product work ing 
NB 32.5 

NB( 392 

Lux Soap NB 25.8 
Vitalis, Ingram NBC 246 
Camel Cigarets NBC 24 
Velveeta NBC 22 
Sealtest NBC 223 
Chase&Sanborn, Stams NBC 99 
‘co Lucky Strike Cigarets NBC 17 
CBS 217 

Birds Eye Foods NBC 20 
Jergen’s . Lotion Blue 19 
Trushay, Sal Hepatica NBC 19 
Lifebouy Soap NBC 18 
Postum CBS 18 


edition of the New York paper, | 
an announcement on the resump- | 
tion of the European edition said 
that “within the limitations of | 
wartime newsprint restrictions, 
this edition will carry complete | 
news of the world gathered by our 
correspondents in this country and 
abroad and by the press services. 
It will be published daily except 
Mondays.” 


Joins Export Agency 


Ogden Hammond Jr., recently 
honorably discharged from the 


Army, 
the Department of State and in its 
Division of Cultural Relati 


joined the executive staff yf Bye 
port Advertising Agency, New 


York. 


‘Landlords Guide’ Out 


First issue of “‘Landlords Guide,” 
publication 


new monthly service 
of Landlords Bureau of Chicago, 
has been distributed to 160 
building owners and operators ir 
the city. Offices of the bureau 
are now at 333 N. Michigan Ave 


and previously abroad with 


After the War 


AND 


WILL 


FLY! 


by road and rail 


TRUCKS 
BOXCARS 


They will fly out of Akron, 
the same as they are rolling 
today. 


KRON, the city that pio- 

neered the great motor 
cargo industry during, the first 
World War, is helping blaze 
the air trails for the flying 
freight during World War 
wo. Here are the develop- 
ments on three fronts: 


1 . . « All State Freight, Inc., one 
of the largest and most success- 
ful of the Akron truck lines, is 
seeking Government permission to 
establish air freight service from 
Boston and New York to the mid- 
west. 


.. A group of Akron busi- 

nessmen has incorporated un- 
der the name "'Air Freight, Inc.’ 
and petitioned the Civil Aeronav- 
tics Board for approval of a plan 
of aerial freight operations |im- 
ited only by the bounds of the 
United States. 


3 . . » Goodyear Aircraft Corp 
is interested from the mar 

facturer's standpoint, in winning 4 
place in the global transportation 
world for lighter-than-air ft, 
which it would like to build. 


AKRON IS PLANNING ITS FUTURE NOW! 
You cannot afford to overlook this amazing Market when planning yo 
war-time and post-war selling programs. 


bee 


Represented by 
STORY, BROOKS & 


FINLEY 
New York Philadelphia Chicago 
Cleveland Los Angeles Atlanta 
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Co 2man Co.'s 
Do ‘war Appliance 
Pi 1s Mapped 


wi ita, Kan., Dec. 5.— The 
cole \h Lamp & Stove Com- 
pany Xxpects to produce and sell 
annu iy about 120% more home 
heat’ g and gasoline appliances in | 
the twar period than it did be- | 
fore turned over its facilities to 
pro tion of lanterns, stoves, 


burncrs and heaters for the armed 
forces, according to Sheldon Cole- 
man, executive vice-president and 
general Manager, 

Besides making central heating 
plants, space heaters, floor fur- 
naces, and oil heaters designed for 
the mass market of homes costing 
less than $7,500, and its regular 
gasoline appliance line, the com- 
pany will market additional gaso- 

line appliances, including its mili- 

tary “pocket” stoves, heaters, and 

burners, he said. 

“This expansion program in- 
cludes the preparation of our post- 
war market, too,’ Mr. Coleman 
said. “This market is now being 
cultivated by our greatest national 
advertising program. 

“An unprecedented number of 
requests for information on Cole- 
man heating equipment have been 
received as a result. And, there is 
a growing backlog demand for the 
regular line of Coleman gasoline 
appliances plus the new appliances 
planned for the postwar period.” 

He said that reconversion and 
expansion would not be difficult to 
wcomplish, because the present 
facilities have been devoted to 
production of appliances formerly | 
manufactured and operations have | 

been streamlined as the result of 
experience gained in the war 
period. The company has pur- 
hased additional buildings and 
building space that will “ulti- 
mately mean doubling the produc- 
tion capacity of our heating appli- 
ance factory,” he said. 

The present production force, 
onsiderably larger than in prewar 
years, will be maintained after the 


‘THIS 
IS 
THE 


WISCONSIN 
NETWORK” 


—Clearance 
WH 
i ‘ —Order 
BB —Affidavit 
t Lac 
WCLO_ —Payment 
W 
\ _ 
an 


For Complete Infor- 
. mation Phone, Wire 
or Write 


DNSIN NETWORK Inc. 


DFFICE- WISCONSIN RAPIDS, WIS. 


war, and all former employes now 
in the armed forces will find their 
jobs waiting for them, Mr. Cole- 
man added. 


Tells Cigar Shortage 


Cigar Institute of America, New 
York, has distributed a Christmas 
poster to more than 120,000 cigar 
dealers, explaining the absence of 
Christmas boxes of cigars. The 
poster, showing a forlorn Santa 
Claus, explains that huge quanti- 
|ties of cigars are currently going 
| overseas. 


|finger-tip pre-selector control de- 
vice, contains 48 keys around the 
Telechron clock dial representing 
15-minue timing intervals. Pull- 
|ing out a key automatically turns 
| the receiver on, at the pre-selected 
| station, for 15 minutes, and off at 


Warren Telechron 
Promotes Radio 
‘Pre-Selector’ 


Ashland, Mass., Dec. 5.—Warren | the end of the period unless the 
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next key is pulled out. Settings 
can be made 10 hours in advance. 

Insertions have been placed in 
Electrical Engineering, Electronic 
Industries, Electronics, Proceed- 


lings of the Institute of Radio Engi- 


neers and Product Engineering, 
through N. W. Ayer & Son. 


Telechron Company has launched | 
an intensive campaign of full 
pages in December issues of trade 
publications for its new device en- | 
abling the radio listener to arrange 
in advance for reception of a | 
favorite program. 


The product, described as ai 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. 


Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


peacetime production. 


PURCHASE 
Ie 


\\\\\ 
_ ga 


Vit’ 


Los Angeles industry is receiving orders for 


‘eS 


EVENI 


One major aircraft company alone has well 
over $100,000,000 in postwar passenger transport orders — another 
is under contract to develop brand new super bodies for the nation’s 
largest transcontinental bus system—a parts manufacturer is all set 
to start production of color cameras, vacuum cleaners, electric mixers 


and kitchen ware. Thousands of other plants are equally on their toes. 


Also ready with an all time high circulation of over 324,000 is The 
Los Angeles Herald-Express, today as for years the preferred daily 


newspaper in this third largest and richest American market! 
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4 Joins Hosler Agency |Baldwin Piano to R&R To Wank & Wank St. Lou is Pooled services, and the maritime s¢ ryicg 


A. R. Thomson, formerly di- Baldwin Piano Company, Cin-| Schlage Lock Company, San age were allotted 100 ads 
rector of training of R. G. LeTour-|cinnati, has appointed the Cin-| Francisco, has appointed Wank & © ad e two years. 
neau, Inc., Peoria, Ill., has joined | cinnati office of Ruthrauff & Ryan| Wank, San Francisco, to handle Advertising Plan Operating with one solic 
Lyle Hosler Advertising, Peoria. |to handle its advertising. | advertising. Aids War Drives re Ni Ko D swage se t 

plan, the Fund’s advisory cor 


. tee allots space ranging fro 
St. Louis, Dec. 5—A contribu-|to six inches per week ea 


e e tion of 234,734 lines of advertising| monthly average of 7,000 | 
ww $ to the war effort was disclosed | placed for the 150 St. Loui 
ic § a last week in a report sent to the|scribers to the plan, at a 


advisory committee of the War|war activity rate covering 
Activities Advertising Fund, insti-| more than production costs. 
tuted by the St. Lowis Post-Dis- Members of the advisory com. 
patch two years ago. The program | mittee, all past presidents of thi 
was begun in response to requests | Advertising Club of St. Louis. ine sat 
from the Treasury Department|clude Gus Lehleitner, vice-pres. 
and agencies of the armed forces|dent of the Commercial Lette, 
for recruitment advertising, and;Company; Gordon Hertslet, vice. 
has been supported by a pool made | president of the Anfenger Adve. 
up of industrial and retail adver-|tising Agency; Ray Maxwel] 
tisers of St. Louis. advertising manager for the Mis. 
The report revealed that 133,000|souri, Pacific Railroad, and Joh 
lines were contributed to war| Ring, head of the industrial diy;. 
bond drives and 101,000 lines to|sion of the St. Louis Chamber of 
other agencies, for a total of 210} Commerce. 
ads. The agencies which received 
support include the Red Cross,| LAUNCH NEW OHIO PLAN 
especially the blood donor center Columbus, O., Dec. 5.—Latest 
and nurses’ aide corps, the wo0-| of Ohio’s salvage drives, the Ohic 
men’s branches of the various| “Women’s K-P Duty Plan,” backed 
Army, Navy and Coast Guard|by an advertising campaign pre. 


entu 
beds, 


onic 


With the Nation at the crossroad of War and 
Peace—Wichita stands as the hemispheric cross- 


re war 
roads for peacetime global aerial transportation. | TE you SE voi tick" or no 
able inc 
¥ " gio covers 
Wichita is the only metropolitan point i complete e narkets—in° 
, t re) we nes 
near the intersection of global over-land a pest of aie gh Ask 
uu 
air routes recommended as main arteries vest Texas North 1° 
for postwar passenger and cargo air | : ' gnsas regio, : ~ 
transport, for maximum economy, safety :* . aio coveras® 4 
; nal o&. N ns' ani nat © welco™ 
and favorable operating conditions. Ss. A ; you WOR’ ple to. but 
7 a N | “sail pe not only zn this ares 
. ° y {er : “hy mes © 
Within a radius of a hundred miles of Wichita, there are already 28 airports including two X ‘ P in, the ‘ 
of the largest in the U. S.... Feeder and transcontinental air lines radiate from the city < \ nevere® a 
. . . Four major aircraft factories, large aircraft parts and equipment factories are strate- N .§ gi AN kK SS ATO 
gically located here . . . Petroleum production and refineries are conveniently based . . . \ ; yov' eA 1 T 
Unlimited expansion of auxiliary facilities are available, with the already planned and active iS x AS THEN US 5 BIG RE 
cooperation of city and state. \ 7 » . TO REACH THIS 
XS ‘ : 
Wichita is looking forward to an even greater future in aviation; and forward-looking  ~ ‘ é 
advertisers are looking to Wichita and KFH for increased peacetime opportunities. aS : \s 
-“\ 7 iN 
S< ‘ 
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College of 
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Cornell Bulletin 


te daily. 
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Gazette's circulation is 


highest in history of ADVERTISING One More Instance of | 
Schenectady— LEADERSHIP Gazette Reader Response | 


, 29,821 eee total ae ge in the SCHENECTADY 
(3 mos. ended Sept. 30,'44) irst 10 mont “4 of 1944 was 
and 2,399 more than the 712,321 lines more 


second newspaper. than the second paper. 
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Vice " y Byer & Bowman, Colum- be the mailing of a complete|radio advertising plans. | Mathes, Inc., New York. Charles 
Ir lng ig ney, will tell in broadsides Tremco Tells presentation pon Oo to 15,000 re- Mr. Treuhaft said sales of Strip-|C. Tomlinson, previously produc- 
‘Ba lders how women havel, . ’ tail hardware dealers in the United | Seal, which is used to seal, caulk| tion manager, will head up the 
ation—Mded in specific drives and give Strip-Seal Ad, States and Canada, according to|/and plug “anything,” have sur- | industrial and trade publication 
thef™,em incentive to continue salvage P William C. Treuhaft, president.| passed all expectations. He said) section of the media department. 
mit. Miotivities. 7 The portfolio will include a com-| that Tremco, previously active in 
One The ivertising material will be romotion Plans plete list, with samples, of such|maintenance and_ construction Joins ‘Business Week’ 
| AMctributed to county and local) (Cyjeveland. Dec. 6. — A conti-|@Vailable sales aids as window} fields, intends to introduce a num- A. T. Ofstie. formerly th 
&s is Miva committees and later to! . PLT ee ie oor streamers, counter displays, envel- | ber of new products after the war. > a stie, formerly on . 
a emit ace aie andi | nent-wide advertising and promo- ove Guanes Sendiie. senmak aaene sales staff of Factory Management 
ec ‘ups. With the K-P Plan tional campaign on _ Strip-Seal, | align ye Sogo gay ’ & Maintenance, has joined the ad- 
ites & uP —ihecncdiag additional |. -2¢,,mastic strip of 1,000-and-one Pp re ah i © one. 4 eview |Mathes Pr tes T vertising staff of Business Week, 
“ein ov' “Seales Sat tee. tena | Oe introduced about six months t will also include a preview atnes omotes iwo New York. He is succeeded by 
onlin Pr the “Ohio Tin Car | 22° by Tremco Mfg. Company and | of Strip-Seal trade publication and| avid Clifford, former assistant Ernest Macaulay, previously ad- 
f the mone . eoaperation with the | i's Canadian affiliate of the same general magazine advertising as} production manager, has _ been|vertising manager of General 
. a leet = ‘ti _ tati d the | 22me, was announced last week. | projected for next year, as well as/| promoted to manager of the pro-| Electric Company’s air condition- 
» In-Maval recruiting stations, an €| First step in the campaign will| information on the companies’|duction department of J. M.|/ing division, Bloomfield, N. J. 


bresi-iprimer’—containing fats salvage 
Letter—M™pc’s in 26 illustrated lessons. 


Vice- MiP he mer material is designed 
\dver. use by speakers and as news- 
<Well Maner copy. 
© Mis-@ previous Ohio drives included | 
Johnie Ohio Challenge contest, origi- 
divi- fated by James L. Hubbell, former 


ind advertising executive, 
ently appointed executive sec- 
tary of the WPB general salvage 
AN ranch in Ohio. Mr. Hubbell’s 
LatestfMontest is a competitive collection 
e Ohiofmrive among the 48 states. 

backed a 

nN pre- 


orms Sperti of Canada 


Sperti of Canada, subsidiary of 
perti, Inc., Cincinnati, has been 
roanized to manufacture and ex- 
rt a variety of Sperti products 
cluding therapeutic products and 
entually yeast foods, animal 
beds, vitamin products and elec- 
onic equipment. 


Way back when flappers were in flower, 
men’s wear ads blossomed with too- 
beautiful young men like this: 


rlenby-Fraser to Owen 


John H. Owen, Inc., New York, 
is been appointed to handle ad- 
rtising of Glenby-Fraser & Co., | 

e ewark and New York, maker of | 
ocktail Hour cordials and li- 
leurs. The campaign will include | 
~wspaper, trade publication and 
tdoor advertising. 


je tine 
xe evise Telephone Chart 
i, A revised telephone chart of ad- 


prtising agencies, business pa- 


rs, etc., for the advertising trade 
New York City has been pub- 


A N 
hed by the Branham Company, rm) 
ales the 
to 
ee 


DOBBS / 


Then apparel advertisers discovered a 
great Fact of Life: that most men don’t 
give a hoot about what they see worn by 
slick-haired Valentinos—but they will 
give plenty to look like the business or 


professional men they admire—men ——_, 
look like this: 


Cive him @ Dobbs Gift 
- Certificate and @ jelly 
Bee | jeep-snre hat om this hand. 

4 aS 
OG eon eee 
, / can exchange (ne Gift Cer 


; 4 Pn tificate for a smart Dobbs 


hat of hus own choosing 
ae Retail Store: PARK AVENUE AT 53rd STREET 200 
~~ 
DOBBS#HAT S MEW VORES IOADIND MATHERS posianis.in HE SIORES feesreunss ae 


What kiad of man do men copy 


Plain fact is, to put across the kind of clothes you want to sell, to sell new styles, to start men wearing new kinds 


— 


of clothes that will be more fun to buy and wear—you have to sell them first to the business and professional] 


men who set the American pace, the men at the top of the U.S. brains-and-income pyramid — 


the kind of men you think of when you think of the readers of TIME. 


These more than a million male readers of Time are worth millions of any other kind: for they are the men other men copy! 
In fact, the readers of Time are the employers of America — more than 33,000,000 other Americans work for them! 
P.S.—And Time readers are themselves a tremendous market for clothes. They buy 4 times as many suits as the average 


UNE newspaper gives you the 
i @B%™Mpiete coverage an adver- 
ser dreams about but seldom 


— 
] inds, man. They have about twice as much to spend on themselves ... Time is the best way to reach them—see below. 
HERE IN THE 
th largest 
Market in 
Massachusetts TIME is voted the first-choice magazine of men who are cor? 
en 


is published Hudson Company, 


the best charge-account customers of America’s best de- 
} partment stores, such as: The J. L. 


Detroit, Michigan ... Hutzler Brothers Company, Balti- sen 
Standard-Times more, Maryland ... Joseph Horne Company, Pittsburgh, the n 
Pennsylvania . . . Rich’s, Inc., Atlanta, Georgia . . . The P with 
n be the link between your Rike-Kumler Company, Dayton, Ohio . . . Thalhimer top> 


Brothers, Inc., Richmond, Virginia. 


and the 208,000 buyers who 
retail cash registers humming. 


Gilman. Nicoll € Ruthman eat 
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Group Urges Big Budget 
for Wider U. S. Trade 


A budget of $10,000,000,000 has 
been recommended by the National 
Planning Association for increased 
imports, exports, and foreign loans 
and investments in the immediate 
postwar period as a means of 
maintaining full employment in 
the U. S. and assuming world 
trade leadership. 

The recommendation followed a 
survey made by the association’s 
committee on international policy, 
and a group of agricultural, busi- 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S.A. 


The Werld’s Lergest Menutecturers of 
All Types of Signs 


ness and labor leaders. 

The committee declares such a 
budget cannot be achieved under 
present policies and urges a posi- 
tive policy for tariff reductions to 
increase imports and measures for 
greater security of private and 
public capital. A commission on 
national foreign trade policy to 
study tariff laws and work out a 
means of selective tariff reduction 
was suggested by the association. 
The commission would be com- 
posed of representatives from both 
houses of Congress, the depart- 
ments of State, Commerce, Agri- 
culture, Treasury and Labor, the 
United States Tariff Commission, 
the Foreign Economic Administra- 
tion and the Office of the Co-or- 
dinator of Inter-American Affairs. 

The U. S. should vigorously sup- 
port the proposed International 
Bank for Reconstruction and De- 
velopment and endeavor to enlarge 


Other measures recommended in- 
clude: Extension of the under- 
writing powers of the Export-Im- 
port Bank and the Reconstruction 
Finance Corporation; removal of 
existing regulations directed at 
restriction of foreign loans; estab- 
lishment of a foreign loan com- 
mission; coordination of long-term 
investment programs with long- 
term trade agreements; and Amer- 
ican participation in establishing 
an adequate mechanism for sta- 
bilization of international ex- 
change. 

The committee reported that 
the need for these changes is indi- 
cated in results of a “Projected 
Foreign Trade Budget for 1950” 
based on present and prewar 
trends, which sets a budget for 
exports at $7,000,000,000. This fig- 
ure, the committee asserts, would 
prevent foreign trade from assum- 
ing an important role in maintain- 
ing full employment postwar and 
from meeting the world’s needs 
for American goods and financial 
assistance. 

The report declares that the 
prewar trend toward greater ex- 
port demands for machinery and 


mG US Fat OFF 


its scope, the association asserts.| metal products will continue after 


Advertising Age, December 11, 194% 


the war, adding, “Even with the 
continuation of present trade poli- 
cies approximately 60% of our 
total exports would probably be 
in the category of machinery, 
vehicles and metals.” 

A gradual and systematic re- 
duction of tariffs was advised, to 
result in an increase of imports 
for domestic use, under a full em- 
ployment economy, amounting to 
$700,000,000 by 1950. The commit- 
tee also recommends that the 
United States build up a stockpile 


of critical and vital raw materials 


to assure economic independence 
in the event of an emergency, con- 
ceived in terms of imports amount- 
ing to $200,000,000 a year in the 
first postwar decade; that the gov- 
ernment establish a natural re- 
sources conservation program to 
encourage greater import of mate- 
rials needed to conserve domestic 
supplies being depleted by war 
demands; and advocates a $3,000,- 
000,000 capital export figure for 
the early postwar period. 

“If imports are not eventually 
raised to an adequate volume,” 
the report concludes, “we will lose, 
first, our foreign investments and 
the income on them, and in the 


end we will inevitably lose oy 
export markets as well.” 
a * a 


Although Westinghouse Electric 
& Mfg. Company’s plans for post. 
war reconversion are completed, it 
still has more than $600,000,000 jy, 
unfilled war orders on hand, A, w. 
Robertson, chairman, said 
week. He added that in defereng 
to “the No. 1 job of winning the 
war” the postwar plans will te. 
main in the plan stage. 

Mr. Robertson said no ney 
major plant construction figures in 
the company’s postwar plan, West. 
inghouse now having some 124%, 
more manufacturing space than in 
1939 through company financed 
construction during the war years 

“This space should prove ade. 
quate for some time to come,” he 
declared, “since we plan to oper. 
ate on a two-shift basis after the 
war.” 

* *- * 

Model homes are now being 
built under the recent OPA regy- 
lation permitting manufacturers 
to make working models of post. 
war products, American Builder 
reports. Under this regulation, 
National House & Farms Associa- 
tion, Inc., developer of Ramapo 


= reconversion really gets under way, there 
will be so much industrial dislocation ... so much 
change-over in plant personnel and production 
activities ... that it will be difficult to catch up 
with the men who must say “yes” if you are to 
get the order. 


Certainly, you can’t do it by advertising in 
magazines that have to wait months, even years, 
for subscriptions to expire before they can regis- 
ter changes. 


You need a medium like MILL & FACTORY 
—a magazine with a circulation-building method 
that catches change-overs in plants and personnel 
as soon as they occur. 


Why MILL & FACTORY 
Catches Changes So Quickly 
That’s because it has more than 1200 salesmen 
of 132 strategically-located Industrial Distribu- 
tors who are responsible for keeping MILL & 
FACTORY ’s circulation up to date. 


Calling on every worthwhile plant in U.S. once 
a week or oftener, these salesmen know just 
what’s going on in industry. When important 
changes occur in the personnel or production 
activities of any plant, they report the changes 
to MILL & FACTORY immediately. 


a 


All Changes Reported 
Immediately Because — 
~—the Industrial Distributor pays for all copies of 
MILL & FACTORY, and naturally wants its cir- 
culation list kept up-to-date and complete month 
in and month out. 


Take no chances of being left out on a limb 
... losing touch with the men who count in your 
market during reconversion. Advertise in MILL 
& FACTORY —the magazine that gives you dis- 
tributor-guaranteed coverage of industry’s buying 
authorities at all times! 


Conover-Mast Corporation 205 East 42nd St., New 
York, 17, N. Y.; 333 No. Michigan Avenue, Chicago, 1, 
Ill.; Leader Bldg., Cleveland, 14, Ohio; Duncan A. 
Scott & Company, West Coast Representatives, Mills 
Bidg., San Francisco, 4, and Pershing Square Bldg., 
Los Angeles, 13, Calif. 


A CONOVER-MAST PUBLICATION 


bee 


% 


Publicity plays an all-important role in today's modern mer- : 
chandising methods. During the first eleven months of 1944 


more than 55,000 lines of news about WFIL...WEFIL programs 
and advertisers appeared in print in the editorial columns of 


newspapers and trade papers. This is an enviable record. 


This extraordinary publicity service coupled with WFil’s 


splendid promotion cooperation represents a complete pack 


age for the merchandising of an advertiser's radio program. 


It is one more reason why WFIL programs show continued it- 


creases in listening audiences. 


In offering advertisers and advertising agencies the ser 
ices of an alert, able publicity department, WFIL again leads 
the way in progressive radio station operation. 


A BLUE NETWORK AFFILIATE 


x 560 KC 


Represented nationally by The Katz Ageny 
PHILADELPHIA’S MOST PROGRESSIVE RADIO STATION 
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JOB SYMBOL—Shell Oil Co., New 
York, in the past few months has run 

two ads building up to this 1,440-line 
er. which appeared in 33 newspapers 
of larger cities east of the Rockies. 
Shell explains here its postwar job pol- 
icy of retaining regular employes, as 
well as temporary replacement workers 
"to the fullest possible extent," at the 
same time resuming “the employment 
of the 22% of its men and women” 
now in service. J. Walter Thompson 

Co. is the agency. 


Mountain Lakes, Ramsey Country 
Club estates, etc., has applied for 
priorities to erect at Ramapo 
Mountain Lakes two model homes 
which will inaugurate a new post- 
war plan of “decentralized pre- 
fabrication” from the latest build- 
ing materials and equipment of 
nationally known manufacturers. 

National House & Farms’ plan 
envisages material and equipment 
for volume construction received 
m the site, “packaged” ready to 
place in position; lumber pre-cut, 
entire side-walls and roofs, com- 
plete bathrooms and kitchens with 
built-in furniture and accessories, 
al made to conform with local 
building codes and FHA standards. 

* cd * 

Of projects proposed for post- 
war construction totaling $14,504,- 
160,000 up to Sept. 30, 1944, engi- 
neers and architects were either 
at work on plans and specifica- 
tions or had completed plans total- 
ng $4,438,190,000, according to 
ports made to Engineering 
News-Record, These plans and 
wecifications are 30.6% of the 
otal proposed project volume re- 
prted during the past 18 months. 
They constitute 34% of the maxi- 
mum one-year postwar engineer- 
ing construction budget. 

This backlog of planned projects 
i expected to produce 2,219,000 
jobs—739,700 on the site, 1,479,300 
n factory, mine and forest. The 
stimated employment figure is 
tased on the assumption that one 
dollar of construction volume pro- 
duces one man-hour of labor, and 
that construction labor works 2,000 
hours per year. On the same basis, 
the proposed postwar project vol- 
ume to date would provide 7,252,- 
0 jobs if it all matures into 
planned projects. 


lachman-Novasel to Lyon 


Lachman - Novasel Paper Com- 
Dany, New York, has appointed 
8. Duane Lyon, Inc., New York, 
” handle advertising on its box 
and specialty papers. Trade pub- 
litations in the packaging, cos- 


metic, bookbinding, and associated 
felds will be used. 


“MEET YOUR ae 
= verse 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


, 1944 


Tyriver Heads Sales 


Robert E. Tyriver, formerly 
division sales manager of Colgate- 
Palmolive-Peet Company, Jersey 
City, has been appointed general 
sales manager of Manhattan Soap 
Company, New York. 


Printing Week, Jan. 15-20 

International Printing Week, 
sponsored by the International 
Association of Printing House 
Craftsmen, has been scheduled for 
Jan. 15-20, 1945. 


Brigham to R. L. Polk 

H. P. Brigham, for the past sev- 
eral years vice-president and ac- 
count executive of Ross Roy, Inc., 
Detroit, has been appointed to 
head the merchandising and crea- 
tive department, direct mail ad- 
vertising division, of R. L. Polk 
& Co., Detroit. 


Jones Rejoins Mengel 
Walter R. Jones has resigned as 

chief of the operations branch, 

lumber and lumber products divi- 
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sion of WPB, to resume his former 
position as vice-president of the 
Mengel Company, Louisville, pro- 


ducer and manufacturer of hard- 
a plywoods and wood prod- 
uc 


Special Editions, sections, pages are sold solid. 


soundly on on insured: progeam.’ Free. 


and 
Survey at your request! 
PORTSMOUTH, NEW HAMPSHIRE . 


Spotlights Sales in the 


SUNBELT FARM MARKET OF AMERICA/ 


So1L—SUNSHINE—SEASONS. These are the magic elements that are putting over 
$2,298,492,000 into Southwestern farm pockets. This alive, awakened Sunbelt Market is 
keeping pace with the. unprecedented industrial growth of the Southwest. It is no longer 
a “one-crop” market. Led by America’s outstanding agricultural experts, farmers and 
ranchers are utilizing the latest scientific discoveries—capitalizing on every natural advan- 
tage with which the Southwest is blessed—fertile soil, life-giving sunshine—generously 
long growing seasons—to make this Sunbelt market an agricultural gold mine! 


Farm and Ranch Covers the Southwest Like the Sun 


Like the Southwestern sun, FARM AND RANCH covers the complete Southwestern market. 
No other farm paper covers both the farm and the ranch markets. No other farm paper has 
the dealer interest—the reader interest of FARM AND RANCH. And here are the facts to 


back up these statements. Facts obtained from 41 independent 
surveys conducted by the Southwest's leading manufacturers 


and distributors, representing the opinions of 2,443 leading 
dealers and 2,728 farmers and ranchers. 


Who They Are 
1,353 Dealers 
information. 
1,297 Dealers 
1,353 Farmers 


1,401 Farmers 


What They Say 


Farm and Ranch gives the most valuable 


Farm and Ranch reaches the greatest num- 
ber of their rural customers. 


Farm and Ranch gives them the most valu- 
able information. 


Farm and Ranch is their first choice of farm 


Pape Raytey J 


THE VITAL 6th 


of the American Farm Market 


Carved from the heart of the nation, 
the Southwestern Sunbelt represents 
a vital one-sixth of the American farm mar- 
ket. Texas, New Mexico, Arkansas, Louisiana, 
Oklahoma—big states with big farms twice 
the national average combine to give this 
region a diversification of farm products 
unparalleled in any other section. 


Number of farms 16.35 
Land area : 22.3 
Farm Population . 17.26 
landincrops. . 16 
Value of farm land ond buildings. 12.56 
Cash farm income 21.4 


Based on a Comparable Mention of Farms 
in Any Single Area of America, the Sunbelt 
Market Ranks First, Second or Third in the 
Production of: 


Food Grains Cotton Wheat 

Cattle Vegetables— Citrus Fruit 
Sheep Total Grain Sorghums 
Mohair Vegetables— Feed Grains 
Rice Truck Crops Peanuts 


ae a = 


papers. 52 VANDERBILT AVENUE, NEW YORK...75 EAST WACKER DRIVE, CHICAGO. 
F h helpful 205 GLOBE DEMOCRAT BUILDING, ST. LOUIS . . West Coast Representative: SIMPSON- watt 
546 bs A ee Reach gives Ram the mest harp REILLY, LTD., aUSS OUNDING, ar FRANCISCO... GARFIELD BUILDING, LOS ANGELES ft ot 
omen information. DALLAS TEXAS * 
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Bookmatches to Spread 
Good Lighting Theme 


Circulation in the state of Con- 
necticut of 10,000,000 book matches 
with the theme “Good Lighting 
Saves Eye Sight—Good Lighting 
Is Cheap,” has been planned for 
1945 by the Connecticut Light & 
Power Company, Waterbury, 
Conn., through Universal Match 
Corporation’s New Haven office. 


Globe Hoist Appoints 


Earle W. Capwell, formerly 
assistant advertising manager of 
Vacuum Can Company, Chicago, 
has been appointed advertising 
and sales promotion manager of 
Globe Hoist Company, Des Moines 
and Philadelphia. 


x WOOD * 


Well read and liked by the important men 
& @ great industry—men who are work- 
fmg te achieve wood's exciting future. 


PRODUCTS 


Business Paper 
Ad Volume Gains 
19.2% in November 


Chicago, Dec. 4.—November ad- 
vertising volume in 169 business 
papers reporting to Industrial 
Marketing increased 19.2% over 
November issues of a year ago, a 
slight drop from the 20.4% gain 
reached in October. For the first 
11 months of 1944, ad volume to- 
taled 233,872 pages, a 24.1% jump 
over the comparable period of 
1943. 

One hundred and six industrial 
publications carried 16,729 pages 
of advertising during November, 
up 14.7% over a year ago. Volume 
for the 1l-month period in this 
category was up 19.6%. 

Trade papers, numbering 31, ran 
3,327 pages in November, 43% 
above a year ago. Trade paper fig- 
ures for the 11-month period were 
41.3% higher than the comparable 
1943 figures. Twelve export pub- 
lications totaled 1,144 pages, a gain 
of 40.7% for the month, with an 
ll-month increase of 46.6%. 
Twenty class publications reported 


1,739 advertising pages in Novem- 
ber, up 14.3% over the previous 
year and making a 30.4% gain for 
the 1l-month period. 


Cowles Expands Space 

Look has rented office space at 
711 Fifth Ave., New York, and 
will occupy the building as soon 
as alterations have been com- 
pleted. The building will be re- 
named the Look building, and will 
serve as eastern headquarters for 
Cowles Magazines, Inc., publisher 
of Look and director of other 
enterprises. 


Chamberlain to BBDO 


Chamberlain Sales Corporation, 
Des Moines, has appointed the 
Chicago office of Batten, Barton, 
Durstine & Osborn to direct ad- 
vertising of Chamberlain hand 
lotion. Spot radio will be used. 


Scholl to Federal 


C. E. Scholl, general sales man- 
ager of Bright Light Reflector 
Company, Brooklyn, has resigned 
to become general sales manager 
of Federal Electric Products Com- 
pany, Newark, N. J. 


IT’S WHAT YOU DO WITH CELLULOSE FIBRE THAT COUNTS 


ee | 
PREMIUM 


ERAT KE RS 
oars 


PREMIO 


CRACHE ks 


ceping the lady out of the dark 


Labels mean everything to 


shopper. They’re guideposts to 


a 
But we did find them. 


quality, passports to preference. 


Customers would be lost with- 


out them. 


So when war’s demands broad- 
ened the use of wraps and labels, 


harder and do more. 


Oxford’s papermaking ingenuity 


was once more challenged. 


Could we get more wraps and 
labels out of a ton of pulp? 
Could we keep the strength 
needed for good performance on 
the automatic packaging ma- 
chines? Could we keep printa- 
bility with a lighter stock, make 


it serviceable? 


Don’t think for a minute that 


We have been accumulating 
such experiences since 1900. 
Every day for many years we 
have turned out a thousand miles 
of fine printing paper. When 
wartime restrictions are removed 
we will be equipped to make 


these standard papers 


all users of printing. 


Out of many such wartime 
emergencies has come a new 
fund of knowledge — new ways 
to make cellulose fibre work 


better than ever, and to be of 
greater service in many ways to 


we found the answers all at once. 


OXFORD 
PAPER 


COMPANY 
230 Park Avenue, 
New York 17,N.Y. 


Mills at Rumford, Maine 
and West Carrollton, Ohio 


even 


WESTERN SALLS OFFICE: 
35 East Wacker Drive, 
Chicago 1, Illinois 


without written permission. 
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NOVEMBER BUSINESS PAPER ADVERTISING VOLUME 


These figures compiled by Industrial Marketing, must not be quoted or rep). 
Unless otherwise noted, all publications are 


and have standard 7x10 type pages. ‘ithllies 
Pages agen 
1944 1943 1944 19 
Industrial Group Tool & Die Journal s 
Aero Digest (semi-mo)... 338 386 | Fie Ra 173 
Air Conditioning & Re- Tool Engineer ........... 172 65 
frigeration News (w) Water Works Engineering 181 
DRRUEMNOE ES dose ep cldin d's é ©) 37 80 Es in oh d ceiteaees s 79 
American Aviation (bi-w) *115 *115 | Water Works & Sewerage 44 +4 
American Builder ....... 96 65 | Welding Engineer ...... 13 > 
American City .......... 93 69 | Western Construction 
American Machinist (bi-w) *|578 *546 ee ie OS owes 102 
Architectural Forum .... 168 88 | Wood Worker ........... 58 % 
Architectural Record é 126 68 | Woodworking Digest a 
Automotive & Aviation In- CORRODE) 06 500505 ows *29 * 
dustries (bi-w) ....... 836 265 — % 
Aviation ........... a peay 306 he S. 16,729 14.559 
Bakers’ Helper (bi-w)... 125 103| weade Group ae 
NN ik dics ohcolk sn kaoe 57 47 | Americ Arti 
Brick & Clay Record....  *27 nt) eileen ieee rt 55 
Brewers Digest ......... *39 *31 | Boot & Shoe aa 147 135 
Bus Transportation ..... $164 $124 (semi-mo) Max 
Butane-Propane News Building Sup ly News... 435 *96 
CD ee 3 87|chain Store Age 1 
ee Se eae 85 72 i r 
Ceramic Industry ....... *58 *43 ——— —reney Py 
Chemical & Engineering Druggist Edition ..... 01 . 
NE. wevede deb ia tielss 62 116 --~- alle al 
Chemical Industries ..... *104 *103 Recetas. "J 8 
Chemical & Metallurgical ; 
Roatanest 316 riety Store Editions. 4118 $97 
ee NB veccecsenes $856! Grocery Editions ..... 96 
a + - qeanabaaed reees . Bs R Commercial Car Journal. 210 ph. 
Construction Digest (bi-w) 184 76) Electrical Merchandising’ 
onstruction Methods (9x12) #196 i 
Es ov cumenecaeeee 118 205 | anda Memkanens Sane: 58 
yer sei < Pog pe sae et 48 88 rn ee lement News 1110 
ontractors Engineers er ae eee ae 7 
Monthly (9%xl4) ..... 54 41 Cee Dee Sige was * 49 
COROD one cccicesccosevece 144 125| Hardware Age (bi-w).... [1250 12 
Diesel Progress (8%%x11). 93 71) Jewelers’ Circular—The 156 
ae i & Power.. 76 68 Keystone 230 129 
tlectrical Contracting.... 130 105 a Annaset i, hie Tih ° 
Electrical South ......... 38 82 og isppere! Reporter 126 
Electrical West ......... 68 OS ee 107 6 
Electrical World (w).... 1255 202/Motor Age ............. 114 ro 
a ae Fae 299 252!NJ (National Jeweler) 68 
Mapinoctiog & Mining ~ “(514x7% ) 220 165 
| EPPO: rere 120 129 Ag lel 
Engineering News-Record “_ ro 
EA? bp ducbabriseal nue » SRS *|t409 *301 Photographic Trade News ez - 
Peery Management & (914x13%) 32 28 
Maintenance .......... 362 314 | plom 7 Steet See os 
Fire Engineering ....... 43 84 are Sees sane: 37 26 
Food Industries ies aeee-s 152 132 | Sheet Metal Worker..... +58 +49 
alg ev ecccvesccecece 7 = Southern Automotive 
| ee ee a ee ee ee ee of 
Gas Age (bi-w)......... “sitios *864| southern Hardware... i - 
Heating, Piping & Air | Sporting Goods Dealer... 80 59 
Conditioning ......... 135 107 | Syndicate Store Merchan- 
Heating & Ventilating... 64 53 | “diser (4%4x6%) 97 a 
Industrial & Engineering Uedereear ana Hosiery 
; eet ee 149 162 Review 167 108 
ndustrial Flalshing se eessseseeeeees 
(S34x0%) vrapecace oo 1" 51 Wholesaler’s Seleman... 68 40 
ndustry anc ower..... 142 128 ” 
Iron Age (W).....+..+++s *)t813 Sed | nen Srtastentacensse. $037) mm 
Laundry Age (semi-mo) .*§|150 *$105 | 4 Export Group 
Machine Design ......... 239 195 | American Automobile 
Machine Tool Blue Book (Overseas Edition) 59 3s 
SOAS. 5 vi vcdniae yar 362 352 | American Exporter (two 
Machinery .............. 363 339 | , editions) -............. 314 at 
Manufacturers Record *52 +44 | Automovil Americano. ... 80 38 
Marine & Engineering Caminos & Calles (bi-mo) 32 19 
Shipping Review ...... 805 307 | Farmaceutico, El ........ 63 48 
Mechanical Engineering.. 119 99 | Hacienda (two editions). 113 % 
Mechanizati Ingenieria Internacional 
naniaanen Industria 133 99 
& BESEGHT BUG) i. occ ws 10 x ee » Ee Sed 6a Sees 
Metal Finishing m ie kubre nM e dngenieria Internacional . 
Metal Progress ......... 136 124 rrr 76 65 
Metals and Alloys....... 197 170 | Petroleo Interamericano “ 
Mill & Factory.......... 308 Co) Pe 8g AMR oe 119 is 
Mill Supplies ............ 238 son | SEreee, Raves saline 
Mining and Metallurgy. . 26 865 P d — hin elacat eee eee 41 36 
Modern Machine Shop Spanish Oral Hygiene 
cas gas 327 335 | ..(4 5/16x7 8/16) ...... 34 “4 
Modern Packaging ...... 115 77 | World Petroleum (9x12). 80 4l 
Modern Plastics ........ *180 *132 —— te 
National Bottlers’ Gazette 112 $124 Total .......2+eeeeeeee 1,144 ad 
Natinal Petroleum News Class Group 
rae Aree ti14 87 | Advertising Age (w) 
National Provisioner (w) {105 91 et, OEE Oe 187 214 
Oil & Gas Journal (w)...*§/518 *§402 | American Funeral Director 46 49 
Oil Weekly (w).......... *§| 268 *§219| American Restaurant ... 60 52 
in ered & Paper yen aad eae 66 . 
[poh ok se «$s dae 85 63 Se Wo dedeusbdessscee. 67 
Paper Mill News (w)....*$)116 *§69 | Hospital Management ... \74 51 
Paper Trade Journal (w)*§|t195 *§134 | Hotel Management ...... 91 66 
Pencil Points ........«.+> 76 50 | Hotel World-Review (w) ‘ 
Petroleum Engineer .... 195 SEL SPMOED cctyrebiivvece *$ 157 “47 
Petroleum Refiner ...... 218 194 | Industrial Marketing .... 116 sig 
ee ae GREET, ca wtccsosns *104 *96 | Medical Economics 
PUNE Dads cboaaeesowtiss 260 262 ERIE sc ishnn ssc esos 102 108 
Power Plant Engineering. 150 122 | Modern Beauty Shop..... 52 #4 
Practical Builder Modern Hospital ........ 189 133 
SEEMED). c-cnevesa cenen 25 15 Modern anne 1“ 
CE nec ecas nah es 6¥0 58 55 EOURU TE). viehonccedevce 151 
Product Engineering .... *366 *295 | Nation’s Schools ........ 65 35 
Products Finishing Occupational Hazards 
SGARMOOED kc bcaeniceee 62 PS. eee 54 46 
Purchasing ............. 280 235 | Oral Hygiene . 
Railway Age (w)........ $325 $257 (4 5/16x7 3/16)....... 1538 - 
Railway Purchases & a  - “parapet 3 
SE tet a tehesdeees 0 119 96 | Scholastic Coach ........ 2 
Roads & Streets......... 80 66 | School Management 1“ 
Rock Products .......... 67 te * ee o25 3 
Sewage Works Engineer- Traffic World (w)....... 95 : 
SE sqahebd sis onus eae ss 18 14 ——_— Se 
Southern Power & Indus- EE Wa pad hon eetee 1,739 1,522 
Se Gvecawievahdes¥s bes 119 109 — rr 
OD © Se seads kage ks $519 §505| Grand Total .......... 22,939 «= 
Supervision ...........+. 24 18 — ‘ {I>- 
Telephone Engineer ..... *47 *38 *Includes classified advertising. 4 
Telephony (W) ........++. *]94 *79 | cludes special issue. | Last issue 
Textile World .......... 181 161 | mated, tFive issues. *Three issues. 
Timberman .....c.scecese a *62 | issues. @Nov.-Dec. issues combined. 
ad 
Network Shows Net 
LOOK IT UP in Billion Bond Sales 
During the past five war he 
the MARKET DATA BOOK! || ves sat “tein she 
, ¥ 
“Truth or Consequences,” sP® 
sored by Procter & Gamble = 
pany, Cincinnati, on NBC, 4 
chalked up a total sale of $ - 
082,729. Ralph Edwards, conduct 
of the show, is off on another ror 
junket for the 6th, with ive oe 
broadcast performances schedu 
he 5th, 
through Dec. 14. During me © 
the show rolled up a total a= 
than $19,000,000 in “E yots 
| more than four times ee 
set by the Treasury Depar ’ 
‘ a- 
CONSUMER MARKETS EDITION Another NBC show, “Informs, 
om tion Please,” on its various ees 
BUSINESS PUBLICATIONS EDITION tours during the Treas re 515. 
has sold a total of $678,09% 
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Old Dutch Offers 
Powder Compact 


As New Premium 


Chicago, Dec. 5.—Cudahy Pack- 
ing Company, which has often 
ysed Premiums in marketing 
itt Old Dutch Cleanser, expects 
to obtain a record number of re- 
quests for powder compacts, the 
current Old Dutch premium being 
featured in four-color advertise- 
ments in national magazines and 
newspaper Sunday supplements, 
according to L. G. Tremblay, 
advertising manager. 

It will also be featured on Old 
Dutch regular radio programs. 

The offer provides that the com- 
pany will accept 50 cents in coin 
and windmill pictures from two 
cans of Old Dutch for a 3% by 
9%-inch plastic powder compact 
valued at $1.50. Each compact 
contains a mirror and powder puff. 

The ads stress the point that the 
compacts may be used as Christ- 
mas gifts. The campaign broke 
the middle of October and will 
run until Christmas. Mr. Trem- 
blay said the ad will run in half 


pages in national magazines, and in 
1,000-line insertions in newspaper 
supplements, on a one-insertion 
basis in each publication. Emi- 
nently satisfactory results were 
obtained for the offer in an exten- 
sive test, he said. There was more 
response to the offer in the test 
period, he added, than there had 
been to any other premium offer 
previously made for Old Dutch. 

The offer expires Jan. 31, 1945, 
because shortage of plastics used 
in making the article might result 
in inability to obtain additional 
compacts. 

The Cudahy account is handled 
by Grant Advertising, Chicago. 


MAB Members Total 
15 Magazine Publishers 


With the recent addition of 
Conde Nast Publications, publisher 
of Vogue, House & Garden and 
Glamour, to. the participating 
membership of the Magazine Ad- 
vertising Bureau, New York, the 
bureau now represents 15 publish- 
ers Of 32 national magazines in 
the general and farm fields. With 
a combined circulation of more 
than 50,000,000 average per issue, 
the total advertising revenue of 


these publishers is more than 75% 
of all advertising dollars invested 
in national magazines during the 
past nine months of 1944, the Bu- 
reau reports. 

MAB members are American 
Home, Capper Publications, Conde 
Nast, Crowell - Collier Publishing 
Company, Curtis Publishing Com- 
pany, Esquire, Farm Journal, 
Hearst Magazines, McCall Corpo- 
ration, Meredith Publishing Com- 
pany, ‘Newsweek, The New Yorker, 
Popular Science’ Publishing Com- 
pany, Progressive Farmer and 
Time, Inc. 


Schenley Names Schwed 
John J. Schwed, formerly brand 
manager for Schenley’s bottled in 
bond and straight whisky divi- 
sions, has been appointed adver- 
tising manager of Schenley Import 
Corporation, New York. He suc- 
ceeds the late William Guyer. 


Davis to WELI 

Richard W. Davis, general man- 
ager of WNBC, Hartford, Conn., 
for the past nine years, has been 
appointed station manager of 
WELI, New Haven Blue Network 
affiliate. 


Reaching all corners of the globe, 
with four foreign offices and cor- 
lspondents in every major oil 
held of the world, World Petro- 
lum is international in coverage 
4 well as international in edi- 
torial content. With its globe- 
totting correspondents, this 
magazine is published by men 
who know the international 
field, men who make on-the-spot 
‘ntact with the export side of 
the industry. These men reside 
® the countries where oil devel- 
‘ments are taking place, where 
‘il developments are most active. 


In Mexico, Alaska, Sumatra, 


Iran, Russia or the US.A., wher- 


ever oil is produced or refined, 


the men who buy equipment to 
drill, transport and refine are the 
men you want to sell. These are 
the men you reach in World 
Petroleum’s vast export coverage. 
These men are shaping the world 


equipment purchases today. 


WORLD PETROLEU Mgr 


2 WEST 45TH ST.@NEW YORK 19, N.Y. 


NEAD BY OIL EXECUTIVES EVERYWHERE | 


Wortp Petroieum, the 
management publica- 
tion of the international 
petroleum industry, will 
make history in re-equip- 
ping the oil fields of. the 
world. Every important oil 
management official is a 
reader, and 72% receive 
World Petroleum at home. 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 


NO. 10 
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“Secondary readership” is sometimes more 
important than one is apt to think. This is 
especially true when we consider the sec- 
ondary readership of the weekly newsmag- 


azines. 
* 


What kind of a person is apt to want to 
read a magazine such as The United States 
News, Time, Business Week and News- 
week? What kind of man or woman is most 
apt to say “Will you let me have your copy 
when you've read it?” Certainly no one who 
is seeking relaxation. Certainly no one who 
wants to be amused and entertained. And 
most certainly not the jittery soul who is 
hell bent on escaping from the facts of living. 


* 


No, reason and reasonableness tell us 
that these interested family members and 
loanees must be cut more or less to the 
same measure as the people who actually 
sign the subscription blank. 


* 


So, if it is believed (as surely it must be) 
that the 1,862,000 subscribers to the news- 
weeklies are pretty much out of the top 
drawer of progressiveness, alertness, aware- 
ness and importance, it surely should follow 
that the 4 million extra readers are desir- 
able and desired prospects for almost every 
kind and type of advertiser. 


* 


AS A MATTER OF FACT, there is every 
reason to believe that the secondary readers 
of the weekly newsmagazines also occupy 
at least a compartment in the top drawer 
along with their subscribing friends. 


* 
And the cost of covering this market is well 


within the boundaries of sound advertising 


economics. 


As a matter of fact-- 


by Judge Drumwagon 


Judge Drumwagon’s column is sponsored 
and financed by The United States News. 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS, 


HELP WANTED 


HELP WANTED _ 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 

PERSONNEL 
MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


EXCEPTIONAL OPENING 
For an Associate Editor by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with today’s 
hotel operation. Must be draft 
exempt. Apply by letter stating 
background, experience and salary 
expected. 

Box 56238, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Business magazine, food field, has 
opening for young man experienced 
on copy and rough layouts with 
ability to contact and sell clients. 
Steady position with good postwar 
possibilities. Give details on age, 

experience and salary. 
Box 5281, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


New Building Paper featuring dis- 
tribution—has opening for Publish- 


ers representatives, Phila., Ohio, 
Pittsburgh, Detroit, Chicago, New 
England territories. Commission. 


Box 5278, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ASSISTANT ADVERTISING MANA- 
ger required by nationally known 


department store in the Pacific 
Northwest. The right man is as- 
sured of a permanent position and 


an unusual opportunity for advance- 
ment. Inquiries are invited and will 
be held confidential. Please enclose 
recent photograph if possible, and 
state age, marital and draft status, 


previous and present employment, 
also whether experience includes 
any of these: layout, copy, artist, 
production. 


Box 5286, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


Artist—illustrator—lettering and de- 
sign. Good salary. Experience neces- 
oar? Must show samples. Call Cen. 
505. 


| 
| 
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HELP WANTED 


Advertising Age, December 11, 1944 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 


ing agency in beautiful New Eng- 
land town needs good commercial 
artist to help art director. Perma- 
nent job for right man or woman 
with real future. Ideal living and 
working conditions. Write stating 
education, background, ability and 
job record to 

Box 5265, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Pacific North- 


Research Man for 
west’s largest advertising agency. 
Must understand market and con- 
sumer surveys, particularly food and 
industrial product development stud- 


ies, specially relating to post war. 
Will also “double in brass” as ac- 
count executive on selected ac- 


_ 


counts. Excellent opportunity for 
right man. 
Box 5287, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Trade Paper, hotel field, wants asst. 
to Editor & Bus. Mer. Apply own 
handwriting. Give age, former occu- 
pation, salary, references. Position 
permanent to right party. 
Box 5288, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ARTIST—Adv. Agency. Permanent, 
pleasant, profitable situation. Na- 
tional placings. Send proof, samples, 
complete history, photo. 
Box 5269, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I}. 


—— 


NEW STUDY OF IMMEDIATE POST-WAR 
BUILDING MARKET 


FREE: to manufacturers of Build- 
ing Materials and Supplies, and 
their advertising agencies. 


American Builder Survey Explains the 
Conditions that Will Control the Privately 
Financed Construction of 1,600,000 New 
Homes and 300,000 New Stores in the 
First 3 Years of Peace. 


This new Study will help manufacturers 
of building materials and equipment de- 


termine the post-war building market potential. It describes how, where and 
by whom the new homes will be built. Comparison is made between building 
industry conditions that followed World War I and the prospects for private 
building in the first years following World War II. 


WHAT “BUILDING 


POST-WAR YEARS” CONTAINS: 


1. Breakdown, population-wise, of the 
number of new Home and Com- 
mercial Units to be built (Rural, 
and towns under 2,500 population 
are more than double any other 


classification ). 


2. Percentage of construction for 
which each type of builder will be 


responsible. 


3. List of 64 building materials and 
products, and quantities of each 
needed to construct 1,000,000 new 
homes (such as 4,785,000,000 bd. 
ft. of Dimension Lumber; 1,120,- 


~ 000,000 sq. ft. of 


ket type; 20,300,000 gals. Paint & 
Varnish; and 1,500,000,000 sq. ft. 
Wall Board, Gypsum, Insulation 


Board). 


IN IMMEDIATE 


Vice-President, 


MANUFACTURERS FIND STUDY USEFUL 


Sales Manager, Prominent Building 
Material Manufacturer: 
would like to distribute extra 
copies of these to all of our dis- 
trict offices, if copies are available.” 


largest manufacturers of Building 
Materials: “We believe that your 
forecast of the immediate post- 
war years is sound and probably 
the most comprehensive as to col- 
lateral building of any of the 
forecasts we have yet studied.” 


“We 


one of America’s 


Insulation, blan- 


Copies of this American Builder Study are 
available at no cost to manufacturers of 
building materials and products, and to 
their advertising agencies. 
of paper conservation, we must limit dis- 
tribution to those directly concerned with 
or planning to enter the building industry, 
so please indicate your connection when 


In the interest 


you send for “Building in Immediate Post- 


War Years”. 


4. Breakdown of building 


professionals responsi- 


ble for designing, 
ning, specifying, 


structing and buying 
in the various types of 
light-load construction. 


5. Prefabrication’s 


in the building indus- 
try, now and post-war. 


AMERICAN 


A SIMMONS-BOAROMAN PUBL 


plan- 
con- 


NAME. cc ccceessccesssecces 
place . i: PPPrETrirrerstin sy 
COMPANY... cc cccrsressccesscsseeseseeseseses 
STREET..... TTT YT TCT TTT ey 
CEry... 
STATE. . 


-Buloen © 


tCATION 


AMERICAN BUILDER, Research Department 6-B 
105 W. Adams St., Chicago 3, Illinois 


Please send my.free copy of “Residential and Commercial 
Building in the Immediate Post-War Years’’. 


ee ee eee 


ADVERTISING 
COPYWRITER 
Experienced idea man and 
writer who can produce re- 
sults in a well organized 
promotion department. Must 
produce effective copy for 
national and company pub- 
lications, as well as sales 
and promotional literature. 
Agricultural background de- 
sirable. Advertising experi- 
ence necessary. Give details 
concerning age, education, 
positions held, present em- 
ployment, etc. Replies confi- 

dential. 
Ralston Purina Company 
835 South Eighth Street 
St. Louis, Missouri 


An Agency That’s Going Places 
Wants An Industrial Copywriter 
If you know your stuff as an indus- 
trial copywriter, and can prove it 
with experience records and tear- 
sheets, an attractive opportunity is 
available to you in Pittsburgh, writ- 
ing trade-paper, direct-mail and 
house organ copy for internationally 
known industrial accounts. You 
don't have to be an engineer, but an 
engineering “sense” will help. A 
discharged veteran of World War II 
can find this an immediate solution 
to his “reconversion” problem. Oth- 
ers are certainly not discouraged 
from applying, however. Tell us your 
salary objectives, of course, along 
= the usual pertinent informa- 

tion. 
Box 5290, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING ASSISTANT wanted 
by refractory manufacturer located 


in small central Missouri town. 
Must have experience in writing 
copy, preparing working layouts 


and following through on produc- 
tion. State age, qualifications and 
salary required in letter to Adver- 
tising Department, A. P. Green Fire 
Brick Company, Mexico, Missouri. 
Advertising Space Representative. 
We are looking for a young man 
preferably in his early thirties to 
add to our New York sales staff of 
a national business magazine. For a 
discharged veteran or young man 
thinking of his post war future this 
offers an excellent opportunity. 
$350 a month, expenses and bonus 
to start and an opportunity for in- 
creased earnings depending upon re- 
sults. Reply giving age, education, 
experience, marital status and en- 
close small snapshot. 
Box 5293, ADVERTISING AGE 

330 W. 42nd St.. New York 18, N. Y. 


PRODUCTION MANAGER, experi- 
enced magazine and trade p pers. 
Must be thoroughly experienced lay- 
outs, make up, some editorial experi- 
ence preferable. State gackground 
and salary. 

Box 5296, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Circulation Manager for trade paper 
publisher. Must be good promotion 
man, experienced all details and re- 

uirements of A. B. C. Write full 
etails, salary. 

Box 5297, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ASSISTANT TO ADV. MGR, 
We're looking for a young advertis- 
ing man 24-28 whose hope is to be 
an advertising manager one day, in 
control of a substantial appropria- 
tion. We're a New York City bever- 
age outfit and use everything from 
radio to direct mail. Salary $3500- 
$4000. Owner of car preferred, for 
which payment is made. Be complete 
in your letter. 

Box 5298, ADVERTISING AGE 
3830 W. 42nd St., New York 18, N. Y. 


SPACE BUYER. Large National 
AAAA Agency has oemng for an- 
other man (or woman) in media 
dept. of Chicago office. Excellent op- 
portunity for future. Compensation 
commensurate with experience and 
ability. Give full details of your bus- 
iness history, personal data, present 
earnings, etc. All applications con- 
fidential. 

Box 7000, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising—Sales Promotion Man- 
ager for home heating equipment 
manufacturer. Aggressive promotion 
of modern line of equipment. Knowl- 
edge sales training desirable. Write 
complete details of previous experi- 
ence in these fields, salaries past and 
desired, when available, enclose 
snapshot. 

Box 7001, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
ADVERTISING MANAGER for ex- 
clusive men’s & women’s store, 
grossing over million dollars yearly, 
in one of largest cities in Ohio; ex- 
cellent salary; future unlimited. 

Box 7004, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


To the Advertising Executive of, 
livewire industrial organization, yf 
you are interested in a _ willin 
worker who is experienced in writ. 
ing ads, assisting in editing ang 
producing house and sales Organg 
please write or wire now as he jg 
available December 15th. 

Box 5299, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, !il, 
DIRECT MAIL executive availabje 
soon. Outstanding background ag 
director and producer, 7 yearg 
varied experience with advertising 
agency and adv. department of map. 
ufacturer. Past 9 years with promi. 
nent national org. in industrial sery. 
ices and publications fields. Versa. 
tile, adaptable, modest earnings 
requirement. Sound post-war con. 
nection in any responsible capacity 
is paramount. Age 38, university 

graduate. Now located Chicago. 

Box 5257, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

COPY WRITER 
ACCOUNT EXECUTIVE 

Want to make change. Now with 
branch of top flight agency. Have 
plenty of experience and excellent 
references. Prefer locating in mid. 
west. Married, draft exempt, 31. Sa}. 
ary $9,000. 

Box 7002, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Copywriter. University graduate, 34 
Holds internavional correspondence 
schools diploma in Advertising. Ex. 
tensive creative writing experience, 
Limited but sound agency record, 
Wants connection with well-rated 
agency where he can assume respon- 
sibility as quickly as he can dem- 

onstrate ability to carry it. 
Box 7003, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


An Experienced Man 


We need a thoroughly 
competent man to write 
slidefilm and motion pic- 
ture scripts. He must be 
able to function in the ca- 
pacity of account execu- 
tive. There is no ceiling 
on the salary possibilities 
of this job! A top-notch 
organization to back you 
up. Our staff is fully in- 
formed of this ad. 


Box 6022, ADVERTISING 
AGE, 100 E. Ohio Street, 
Chicago 11, Illinois. 


WHO NEEDS AN ADVER- 

TISING MANAGER WHO 

KNOWS HOW TO GET 
THINGS DONE? 


Somewhere in the New York area there is 
a firm whose advertising programs require 
experienced planning and organizing to 
make them stand out. 
—and here is a seasoned advertising execu- 
tive who wants to join a Type nen 
organization where his skill and judgment 
can be fully utilized. 

A Hs | business career includes man- 
ufacturing, agency experience and adver 
tising manager for nationally known finan- 
cial organization. Not a "Jack-of-all- 
trades"' but possesses the technical knowl- 
edge of advertising procedure and pro- 
duction to plan and direct national cam 
aigns. 

ermanent employment plus an opportu 
ity to plan and create productive adver 
tising is the first consideration. Salary 
important, but secondary to future prof 
pects. If you can use advertising bra 
and "know-how," check upon me. Ava 
able in January. 

Box 166 
DOREMUS & COMPANY 


New York 5, N. Y. 


Can now efficiently handle one addi- 
tional class or trade pubn. Well 
estab. Chgo. office and wide acquaint- 
ance Mid-West area. Commission. 
Box 5292, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


ADVERTISING MANAGER 
SALES TRAINING EXPERT 
Top-flight Advertising Manager now 
doing bigtime job; to work with 
management on sales promotion and 
training salesmen and other person- 
nel; big league experience in adver- 
tising and in producing training 
programs on sales, products, pro- 
cesses; all media for constructive 

selling. Min. salary $10,000. 

Box 5274, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING MANAGER 
For manufacturing concern or good 
trade paper. Full experience. Know 
5 major industries, and complete 
trade paper background. Agency 
copy and contact. Photographer. 
College education. Married. Draft 

clear. Available soon. 
Box 5295. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRINTING 
EXECUTIVE 


man under 


Prefer energetic ambitious ns 


45 experienced and qualified id- 
printing sales manager position. ous 
ance, cooperation and unusual ores 
ance given. Superior opportun 
just ahead for man qualified ene | 
willing to accept responsibility. an 
necessary man about 30 with less 
perience will be considered | 
possesses promising qualities. 


CONTACT MR. ROGERS 
PRINTING PR‘ DUCTS 
CORPORATION 


THE FORMER ROGERS & HALL co. 
124 POLK ST., CHICAGO, ILL. WAB. 3380 
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Advertising Age, December 11, 1944 


POSITIONS WANTED 


jssistant to a manager of a moder- 


ate size business. Prefer lines sold 
yhprough retail outlets especially 
those having style, semi-luxury, or 
gientific features. Background in 
market research, sales analysis, and 
yccounting. Married. Age 40. College 
duate. 
sa Os 5284, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


javertising and Sales Promotion 
Food and Drug Experi- 


Box 5289, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
qHis TECHNICAL WRITER can be 
, credit to any advertising staff. 
gound, diversified technical scien- 
tific education. Unique combination 
educator-writer includes technical 
teaching in high school, Army Tech- 
nical School, university. Have writ- 
ten technical manuals, brochures, 
text and articles from simplest con- 
sumer language to advanced engi- 
neering. Creative, adaptable, widely 
travelled, experienced meeting peo- 
ple pinion plants. Age 30, draft 

deferred. 
Box 5285, ADVERTISING AGE 
439 W. 42nd St., New York 18, N. Y. 


Export Airlines Widens 
Overseas Service 

American Export Airlines, only 
certified air carrier equipped to 
fy the New York to Foyes, Ire- 
land, trade route non-stop, will be 
ina position after Jan. 1 to accept 
business over the route “from a 
prooader category of commercial 
passengers and shippers, subject 
t current government regulations, 
including priorities,” officials have 
amounced. Advertising for 1945 
wil be slanted accordingly, em- 
phasizing the lines’ “Flying Aces,” 
four-engined flying boats. This 
grvice is distinct from operations 
uder the Army’s Air Transport 
Command. Campbell-Ewald Com- 
pany, New York, is the agency. 


APRA Adds Members, 
Names Committee Heads 


George F. Meredith, executive 
vice-president of American Asso- 
dation of Small Loan Companies, 
Washington, has been named 
tairman of the advisory commit- 
e of the American Public Rela- 
tions Association. Charles Dana 
Bennett of Agricultural Service 
Associates, Washington, has been 
mmed to the advisory committee, 
presenting the agricultural divi- 
ion, and Kenneth L. Ede, adver- 
sing manager, Ohio Public Serv- 
te Company, Cleveland, will 
manage the publications division 
ot the association. 

The association recently elected 
new members. 


lemkuhl Forms Agency 
Marvin Lemkuhl, formerly ac- 
cunt executive and copywriter of 
Sott-Telander, Milwaukee, is now 
erating his own agency, Marvin 
lemkuh]—Advertising. Offices are 
nthe Railway Exchange building, 
Milwaukee. 


Blue Appoints Mourey 
Paul B. Mourey, former assist- 
mt to the manager of the CBS 
llevision division, has been ap- 
pointed to the newly-created posi- 
“on of supervisor of television for 
he Blue Network, reporting to 
dubbell Robinson, vice - president 
M charge of Blue programming 
d production. Mr. Mourey has 
%en active in television and sound 
’chnique since 1939. 


Marlin Increases 
Blade Campaign 


Cartoon copy for Marlin razor 
blades appearing in newspapers in 
1944 have received “such high 
readership” that Marlin Firearms 
Company, New Haven, Conn., has 
decided to increase razor blade 
magazine ads for 1944 to 42 lines 
so that comic panels may be used 
during 1945. 

In addition to an extensive spot 
campaign and use of newspapers 
in larger metropolitan markets, 
Marlin will use Collier’s, Life, 


Newsweek and Time and the two 
service publications, Army and 
Navy Journal and Our Navy. 
Agency is Craven & Hedrick, New 
York. 


Hoag to Stewart, Brown 
Dr. C. Leonard Hoag, formerly 
field supervisor and analyst with 
Opinion Research Corporation, 
New York, has joined Stewart, 
Brown & Associates, New York 
distribution consultant and market 
research organization. Dr. Hoag, 
author of “The Preface to Pre- 
paredness,” was formerly with 


et 


OWI, engaged in special regional 
opinion research. 


International to Ellis 


The trade sales division of In- 
ternational Corporation, Fairlawn, 
N. J., has appointed Sherman K. 
Ellis & Co., New York, to handle 
consumer product advertising, in- 
cluding Setfast canvas paint and 
Mil-Du-Rid. . 


‘Apothecary’ Moves 
The Apothecary has moved to 
376 Boylston St., Boston 16. 


enlargements $2.50. Mail orders 
coast to coast. GUARA 


HOWARD SELL 
PHOTOS 


PRODUCTS 
Postcards 2c each. 20x30 mounted 


A 
EVERY PHOTO TO LOOK LIKE YOUR ORIG- 
INAL. We photograph everything. Write for 
free samples, price list P. 
48 HOUR SERVICE 


HOWARD PHOTO SERVICE 


165 W. 46th St., New York 19, N. Y. 
BRyant 9-2490 


The Nation’s No. 


Criterion 
Displays 
are like giant 
colored 
magazine pages 


SPOT 


in retailing 


on busy 


Shopping Center 


THE NABORHOOD SHOPPING CENTER, WHERE AMERICA 
BUYS 98% OF ITS FOOD, 85% OF ITS DRUGS, IS THE 
MOST LOGICAL SPOT FOR YOUR CONSUMER ADVERTISING 


Criterion is distinguished by its almost limitless 


flexibility. Each Criterion showing is 
“built-to-order” to fit the adver- 
tiser’s own pattern of distribu- 


tion. Waste is cut to the small- 


est possible minimum. 


Every day your message ap- 
pears to consumers in the 
exact shopping centers, where 
your retail outlets are located. 


All, or any buying-groupsare reached 


CRITERION SERVICE 


NEW YORK 


4 


by income, or nationality, permitting complete 


BOSTON 


coverage of any, or all of the nation’s 


This is one of the reasons why 
Criterion has been selected by 
such leaders 2s — Heinz, Pills- 

bury, Ralston-Purina, Rey- 
nolds Tobacco, Wheaties, 
Swan, Bond Bread, Armour, 
Wrigley, Tip-Top Bread, Corn Prod- 


ucts, and others. 


CHICAGO 


The firet Mefe tn any consumer campacgu 
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Let’s Take 
“JOE and 
RALPH’”’ 


Many a sponsor with a network 
show uses Joe and Ralph (“The Early Morning 
Frolic”) for plus-programming. He uses his na- 
tional hookup for institutional advertising and 
gets right down to bed-rock product selling with 
dramatized spots on this great CKLW show (6:00 
to 9:30 A. M. daily) slanted straight for Detroit 
Area listeners. It’s a comedy show, as much an 
institution in this market as coffee-for-breakfast! 


: A spot on “The Early Morning Frolic” is a power- 
ful piece of time. It covers a primary market of 
over 8,000,000 people. It will increase your sales 
... do “point of purchase” advertising . . . test the 
“pull” of a new product in this, America’s Third 
Market. The price? $15.00 per spot, imagine 
that! All in all, it’s a buy! Sure, all radio time is 
“tough” right now ... but a deal this good is 
worth waiting in line for. 


Union Guardian Building, Detroit, 26 


~§,000 WATTS 
a and NIGHT = 


MUTUAL BROADCASTING SYSTEM 


Promise Support 
to Drive Marking 
Price Boards’ Work 


Washington, Dec. 6.—Heavy na- 
tional radio support and local 
newspaper advertising has already 
been promised to OPA for the 
week of Jan. 8, 1945, when the 
agency will observe the third an- 
niversary of the formation of local 
rationing and price boards. 

Although no national advertis- 
ing or mat material has been 
prepared for the event, a fact sheet 
on the record of the 250, 000 volun- 
teer OPA workers will be avail- 
able at 94 district OPA informa- 
tion offices for the benefit of trade 
associations and stores that may 
wish to add their acclaim. 

In keynoting the event, Price 
Administrator Chester Bowles 
points out that the United States 
is the only country in the world 
that has been able to handle price 
control and rationing largely with 
volunteers. Response of indi- 
viduals in every community to this 
home front job is termed “one of 
the greatest examples of democ- 
racy in action that this country 
has ever seen.” 

Without the services of volun- 
teers, Mr. Bowles points out, both 
on the boards and the price panels, 
the program could have been ad- 
ministered only with tremendous 
cost to taxpayers, and then it 
would have required a “tremen- 
dous and unwieldy bureaucracy.” 

Objects of the campaign in Jan- 
uary will be to congratulate local 
boards on a job well done; to 
encourage their continued efforts 
until the need for their services is 
ended, and to maintain public sup- 
port for the boards and public 
understanding of the need for 
their continued operation. 

The campaign will reach its 
peak on Thursday, Jan. 11, when 
chambers of commerce, women’s 
clubs and other civic groups will 
give dinners and luncheons in 
honor of their local boards. That 
same evening every nationally 
broadcast radio program on the 
four major networks will include 
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congratulatory messages to the 
boards. 

Trade associations and _ local 
stores are expected to express 
their support to the boards, with 
drop-in ads to focus attention on 
the job the boards are doing. 


Dailies Ran $2,217,000 
of War Ads in August 


War theme advertising of U. S. 
daily and Sunday newspapers to- 
taled $2,217,300 in August and 
$34,342,770 in the first eight 
months of 1944, the Bureau of 
Advertising, ANPA, reports from 


aaa 
Lv 
: 


data compiled by Advertising 
Checking Bureau. 

War bonds ranked first in Aug. 
ust, with $553,155 and for 
eight months, with $16,17 9,196, 
Government - paid Wac recruit. 
ment was second in August, $392,. 
000, followed by waste paper saly. 
age, $240,549; food conser\ ation, 
including crop corps and ant. 
black market, $176,374; blood do. 
nation, $147,967, and armed forces 
recruitment, $117,664. Red Cross 
advertising was second in 
eight-month period, with $2, 882,. 
848, followed by waste paper saly. 
age, $2,137,389, and “Don’t Tele. 
phone,” $1, 852, 537. 
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Advertising next to news shares 

Cost? $79 to $85 
Details? 
“The IEN Plan.” 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 Eighth Ave., 


Ask for 


New York 1, N. Y. 


Ot ganeemenemeneaas @ A lot of incisive copy, packed with “sell,” already has 
Fae : =m been inspired by the strange but useful things that happen 
in high-vacuum. One of many examples: electronics. 

4 More such opportunities are in the offing. Manufacturers 
- in a number of different lines are using the pumps, gauges 
and other high-vacuum equipment developed and made 
by DPI. Past and present experience leads us to believe 


usefulness by the add 


that the future expansion of processing in high-vacuul 
will be spectacular. And for today, consider how much tf 
foods or pharmaceuticals you advertise might gaim 


ition of the superior vitamin conom™ 


trates which DPI distills in high-vacuum. 
Get the facts. Come to DPI for the latest informal 
about vitamin A, vitamin E, and high-vacuum equipme™ 


Distillation Products, Inc. 
Pioneering Wigh- Vacuum Research 


755 Ridge Road West, Rochester 13, New York 


“Meadquanrters for Ol- Soluble- Vitamins and Wigh Vacuum Equipment 
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tedding Group 


 Fypands Retail 
a romotion Drive 


aly (Continued from Page 1) 


wmed department of retail edu- 
antic Betion (AA, Nov. 27). 
do. @ It was learned that NABM; with 
rees Mie help of the Lawrence H. Selz 
‘ross public relations organization, will 
the Bytinue its regular promotional 
389. Beivity for the manufacturers, 
aly. #eluding distribution of dealer- 
‘ele. Bd material and furnishing of 

dio scripts, cuts, and informative 
—. Fopy to various media. 


Pamphlets Sent Out 


The association has just finished 
wiling 28,000 copies of an eight- 
yge two-color pamphlet to home 
onomics teachers throughout the 
tion pointing up the importance 
proper bedding for various types 
persons, and has sent a two- 
vor accordion pamphlet to 16,000 
iailers informing them about the 
gmotional work of NABM. 
Although Simmons Company, 
hicago, largest single bedding 
ufacturer, announced last 
mmer that it had decided to 
mease its annual advertising 
pmpaign from five national mag- 
nes for last year to 23 national 
ygazines this year (AA, July 31), 
appears that for the industry 
a whole advertising through 
dio, trade publications, national 
wazines, direct mail, and other 
mdia will remain substantially in 
wus quo until material is re- 
ged for greater production of 
aitresses, box springs, studio 
uches, etc. 
Besides Simmons, Burton-Dixie 
wporation and The Englander 
mpany, both of Chicago, are the 
wgest single operators in the 
‘id. A number of plants operate 
sgroups under such names as 
bing-Air Company, Certa As- 
lates, Triple Cushion, and 
aly, Inc. 


Steady Production Seen 


Manufacturers and representa- 
ws of government agencies 
peed at the convention that pro- 
mtion next year will about equal 
4production. They agreed that, 
ipite a few spot authorization 
fers, production of innerspring 
itresses, which ended in Sep- 
ber, 1942, would not resume 
ls year because of WPB restric- 
ms on high-quality wire. The 
dustry expects to produce about 
0,000 coil bedsprings in 1945, 
but the same as this year. 

The membership went on record 
lerday committing the industry 
tontinued effort to oppose fur- 
ut exportation of ticking to Can- 
fata 7% premium over U. S. 
Fling prices. The shortage of 
king has become the industry’s 
tor headache, and has forced 
tral bed-makers to shut down 
ir plants. 

i, P. Fanning, secretary and 
tral manager, NABM, pointed 
‘that ticking and other bedding 
“upholstery textiles are allowed 
% higher export ceiling by OPA 
compensate, supposedly, for ex- 
riers’ higher packing costs and 
tlike. That percentage, he as- 
"ed, is too great. 

“ng a source of annoyance to 
e nation’s bedding industry, the 
fA ruling last spring began to 
lume major proportions when 
mada removed all restrictions 
Manufacture of bedding. Since 
"|, Mr. Fanning said, greatly 
‘eased quantities of ticking 
& been exported to Canada. 
Many attending the convention 
“licted much wider use after the 


ACT — 


nati 
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war of headboard or “Hollywood” 
beds and greatly increased produc- 
tion of extra-length beds. In the 
past, tall persons have had to put 
in special orders for beds over six 
feet, two inches in length. Bed- 
ding makers have now learned 
that Selective Service records 
show 12% of inductees are six feet 
or taller, compared with only 7% 
at the time of the first World War. 
That increase is considered enough 
to make it practicable regularly to 
make a number of extra-length 
beds. 

Roscoe R. Rau, executive vice- 
president, National Retail Furni- 
ture Association, Chicago, told the 
members today that after the war 
ends sales potentials for bedding 
will be enormous. The immediate 
sales goal should be at least dou- 
ble that of 1941, he said. 

He said one member of his asso- 


Ee hal 


ciation had suggested to him that 
the NABM could help its members 
and NRFA members by running a 
national ad campaign “awakening 
and pictorially dramatizing the 
old, worn, sunken-in mattresses as 
demons that every household 
should rid itself of.” 

Mr. Rau commented that “while 
this may sound a bit extreme and 
erratic, it must be remembered 
that all the greatest advertising 
campaigns of the past years” 
sounded the same way in their 
first stages. 


Littelfuse to N. Y. 


Littelfuse, Inc., Chicago manu- 
turer of fuses and other electrical 
supplies, has established an east- 
ern sales office at New York. Jack 
D. Hughes, formerly production 
manager of the Chicago plant, will 
direct sales from the eastern office. 


MALCOLM E. WYCKOFF 

San Francisco, Dec. 5—Malcolm 
E. Wyckoff, 52, president and gen- 
eral manager of Hardware World, 
died suddenly Nov. 30. He had 
been identified with the publish- 
ing business for more than 25 
years. Prior to assuming the man- 
agership of Hardware World, he 
had been western editor and later 
circulation manager of Hardware 
Age. 


JOHN T. CUSTIS 


Philadelphia, Dec. 5.—John T. 
Custis, 68, editor of The Philadel- 
phia Inquirer, died last night after 
a sudden heart attack suffered at 
his home in Chestnut Hill. He had 
been with The Inquirer for 50 
years. A reporter for five years, 
he was made city editor in 1889 
and managing editor in 1909. He 
was named to the post he held at 


57 


the time of his death in 1933, and 
from 1940 to 1943 was vice-presi- 
dent and direetor of the Philadel- 
phia Inquirer Company. 


G. A. WIEDEMANN 

Philadelphia, Dec. 6.— Funeral 
services were held this week for 
G. Adolphe Wiedemann, 66, pro- 
motion executive of the Phila- 
delphia Evening Bulletin until he 
retired in 1941 because of a heart 
ailment. He had served the Bul- 
letin for 45 years. He was an ex- 
president of the Poor Richard Club 
and,a director of the Philadelphia 
advertising club. 


Walaitis Opens Studio 

Edward Walaitis, formerly art 
director of Goldblatt Brothers, 
Chicago, has opened his own crea- 
tive art studio at 540 N. Lake 
Shore Dr., Chicago. 


THE BIGGEST Cow 


, 


CANNOT REPLACE THE HERD! 


and effective way to reach the greatest 
buying power of New England is through 
The Yankee Network's twenty-one stations. 

This is the only network that gives you 
direct access to every important New 
England market including suburban trad- 
ing areas — tying radio homes together 
so that you can reach a potential, respon- 
sive audience of 8,377,543 out of a total 
New England population of 8,437,290. 


WHTD 


Formerly WNBC 
Hartford, Conn. 
is now under 
Yankee Network 


Management 


in the WORLD\_ 


he biggest cow in the world can supply 


all communities. 


homes. 


The tried and proved way — the quick 


only a limited number of families. It 
takes a herd to supply a route covering 


In New England, The Yankee Network, 
with its 2 1 local stations, like the herd, cov- 
ers all communities. It delivers the best in 
radio direct to the largest number of 


Hteceptamce (2 THE YANKEE NETWORK'S Youndation 


THE YANKEE NETWORK, inc. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Movie Industry 
Optimistic Over 
Postwar ‘Telecine’ 


(Continued from Page 2) 
“or so-called spot announcement 
films.” 


He told Apvertistnc Acre ¢hat 
“in the beginning, audiences will 
be relatively small, and in their 
trial period, producers naturally 
will look for economical methods 
of production.” He believes that 
many national advertisers who are 
now using minute-movies can 


have their advertising messages 
adapted easily to television. 


Wide Service Offered 


The service offered by the Alex- 
ander Film Company is represen- 
tative of those which the motion 
picture industry has available for 
the new medium. These include 
30-minute playlets dramatizing a 
product without specific brand 
name; inserts which are added to 
playlets to give brand mention; 
signature trailers in animated form 
to individualize a sponsor, perhaps 
showing his address, store front or 
slogan, and cooperative playlets 
specifically dramatizing the spon- 
sor’s product with a local signature 
trailer inserted. All are available 
in color for from one shot to 26- 
week campaigns. 

Mr. Alexander believes the same 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST ®ROADWS 
NEW YOR" 7. WN. Y 


users of this type of service for 
theater screen advertising cam- 
paigns will be national and local 
telecine users. 

He declared that, because theater 
screen advertising delivers the ad- 
vertiser’s message with sound and 
motion and color on a large screen 
before attentive audiences, it has a 
natural background for television 
production. Mr. Alexander said, 
“We believe we have, with our 
short length advertising films al- 
ready made and with our facilities 
for producing in brief and compact 
form almost anything the adver- 
tiser may need, an opportunity to 
fit into the development of televi- 
sion with great initial-production 
economy for the advertiser.” 


DAILIES TOP LIST 


Washington, Dec. 6.— Depart- 
ment stores, motion picture pro- 
ducers and newspapers are ex- 
pressing considerable interest in 
television, an examination of ap- 
plications on file with the FCC 
reveals, with nearly half of the 
97 now before the Commission 
stemming from these firms. 

As might be expected, newspa- 
pers are the most prominent bid- 
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“Gilbert, ’'m sending you out to Fort Wayne. According to their 
newspaper they’ve got some people out there to count.” 


for 


REPRESENTATIVES: 


@ Three resounding historical events 
occurred in 1833. The first American 
locomotive was built . . . imprisonment 
debt was abolished...and a 
newspaper was established in Fort 
Wayne. At that time Fort Wayne’s 
population was hardly large enough 
to support a big-league ball club. 
But a few years after The News- 
Sentinel set up in business, the town 


Che News 


ALLEN-KLAPP 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


© Gord Wegne's “Good Evening” M 


FORT WAYNE, INDIANA | 


co. > NEW 


was incorporated as a City...in 
1840. Then the Federal government 
... for the first time . . . sent its census 
takers to find out what was develop- 
ing on this parcel of land so recently 
acquired from the Indians. Thus is 
seen an example of the power of the 
press...and the influence of The 
News-Sentinel in its early days. Its in- 
fluence is even more powerful today! 


YORK—CHICAGO-—DETROIT 
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ders, with many newspaper-owned 
standard stations seeking a role in 
television. On the FCC list are 
such papers as Times-Herald and 
Scripps - Howard in Washington; 
the Los Angeles Times; Hearst 
Radio in Baltimore; Detroit Eve- 
ning News; the Pulitzer Publishing 
Company and the Globe-Democrat 
in St. Louis; the News Syndicate 
in New York; Philadelphia In- 
quirer; Buffalo Courier - Express; 
Oklahoma Publishing Company, 
and the Chicago Tribune. 
Department stores apparently 
see television as part of their local 
merchandising operation, as well 
as a business. The Bamberger 
Broadcasting Company is seeking 
stations in New York, Washington 
and Philadelphia. Federated De- 
partment Stores, including Filene’s 
in Boston, Abraham & Straus in 
New York, and Federated’s Cleve- 
land outlet, have applications on 
file. Others are Maison Blanche in 
New Orleans and the Outlet Com- 
pany, Providence. 
Motion picture producers and 
electronics manufacturers are al- 
ready well established in the field, 
but both groups have ambitious 
plans in the files. 


Paramount, for instance, has an 
interest in Balaban & Katz, oper- 
ating in New York, and owns 
stock in Allen B. Du Mont, also in 
New York. It has interests in ex 
perimental stations in Los Angeles, 
Chicago and Passaic. 

Motion picture companies with 
plans before the Commission in- 
clude Warner’s for a Hollywood 
outlet; Hughes Productions, Los 
Angeles and San Mateo County; 
M-G-M for Los Angeles; Marcus 
Loew in Washington and New 
York; Paramount in Washington, 
and Jam Handy and United De- 
troit Theaters in Detroit. 

Among electronics manufactur- 
ers, General Electric has an outlet 
on the air from Schenectady, N. Y., 
and Philco one in Philadelphia. 
General Electric has an applica- 
tion for New York City; Philco for 
New York and Washington; Zenith 
for Chicago; Westinghouse for Bos- 
ton, Philadelphia and Pittsburgh; 
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Raytheon, Waltham, Mass.; Inter 
national Detrola Company, Detroit: 
ore - Carlson, Rocheste; 

- ? 

Networks already have gon, 
television properties, with CR 
and NBC operating in New York, 
On the basis of present applica 
tions, Blue envisages stations jy 
Los Angeles, Chicago and Ney 
York; NBC in Washington, Chj- 
cago, Cleveland and New Yor: 
CBS, New York; Yankee, Boston 
and Don Lee, San Francisco, Log 
Angeles and Hollywood. 


HOOPER HITS APATHY 
Chicago, Dec. 7.—The advertis 
ing man will not get his 15% com 
mission from the coming billion 
dollar television budgets of spon 
sors, “because you are not 
equipped to handle television) 
Richard H. Hooper, president of 
the National Television Counceij 
today told the Chicago Federated 
Advertising Club. He adviseg 
agency men to “get their feet we | 
now” if they mean to serve them.§ /@ 
selves and their clients well, ci 
He said that because of thes ™ 
apparent apathy of agencies, andy ™ 
especially of those in Chicago§ * 
toward television, sponsors are , 
looking to other sources for thes 
television shows they want pro-§ ™ 
duced. “Maybe these other sourcesy 
won’t deal through advertising th 
agencies,” he warned. He said they ™ 
film companies are likely prospects 
in the new field to handle entire 
production of shows, “and they 
sell 75% of their shows direct.” § "™ 
He pointed out that even the to 


agency which could handle them ™ 
organizational details of a televi- ot 


sion show would scarcely be able 
to staff the complete, integrated™ ° 
and highly trained personnel 
necessary for a full production, 
Few agencies, he emphasized, 
will be prepared to supply tele- 
vision directors, cameramen, light- 
ing experts, sound experts, makeup 
and costume men, etc., to do a 
complete job for their clients. 
Furthermore, he said, special 
events would not be part of an 
agency’s function, nor are censor- 
ship policies learned overnight. 


at Long Beach appears certain. 


National Representatives 
WILLIAMS, LAWRENCE 
AND CRESMER CO. 


Long Beach’s share of Douglas Aircraft’s present 556 million 


dollar backlog will keep this city’s huge branch plant (the com- 
pany’s largest) running at capacity for at least three years after 


Such specific indications of postwar activity are among many 
reasons why Long Beach—the market of the Press-Telegram and 
Sun—deserves top consideration on present and future West 
Coast newspaper advertising schedules. 


the war. M 
Of total Douglas orders for aircraft now on the books, 150 . 
million dollars’ worth are for commercial planes for major air lines. Ve 
One order alone, Pan American Airway's, calls for twenty-six Na 
108-passenger substratosphere clippers. These spectacular air ~ 
giants, seven times the size of the standard Douglas DC-3 and Mi 
costing 142 million dollars each, will all be built at the Long “sy 
Beach plant. iy 
her 

Since work on air line planes will not begin before war contracts 
are finished, substantial postwar employment of aircraft workers | 
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Member Metro Pacific Comics 
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Willard Appointed 
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4 Asks $125,000 to 


Advertise Surplus 


Consumer Goods 


Washington, Dec. 7.— Barring 
unforeseen developments, Congress 
js expected to give its approval 
pefore Christmas to a _ request 
from the Treasury Department for 
$125,000 to be used for the pur- 
chase of advertising space for sur- 
plus consumer goods which the 
government sells between now 
and June 30, 1945. 

The advertising allotment is in- 
duded in a deficiency appropria- 
tion of $11,430,000 approved by 
the House appropriations commit- 
tee today on the request of Ernest 
L. Olrich, head of the surplus dis- 
posal unit, who has since resigned 
to return to his post as president 
of Munsingwear, Inc. 

In requesting the advertising 
fund, Mr. Olrich said that no spe- 
cific plans were yet in hand for 
the purchase of space, and that 
no money would be spent “unless 
it is necessary.” 

He advised the committee, how- 
ever, that until now the Treasury 
has had a great deal of free pub- 
licity for its surplus offerings, and 
that the time will come when other 
measures will be necessary. 


‘Get Good Coverage’ 


“Today it is news that we have 
these things for sale,’ Mr. Olrich 
tld the committee. “We get good 
coverage. All trade papers are 
running our items. But in a little 
while this surplus property is not 
ging to be news; it is going to 
be a noose.” 

No advertising will be purchased 


et er uless it is felt that it will do 
> tele some good, he promised the com- 
light- mittee. “I have a small business, 
rakeup 2, and we gear our advertising 
do am © what we think it will do for 
slients.@ 4 and when the advertising has 
ecial fallen down, we have fallen 
of an down,” he said. ‘ 
ensor- . Although Mr. Olrich has left the 
ight. Treasury because of pending liti- 


gation between Munsingwear and 
OPA, Albert W. Frey, who is in 
tharge of trade relations, research 
m= and publicity, continues. Mr. Frey 
= mys the Treasury will go into ad- 
vertising as soon as its selling re- 
flirements dictate that course of 
ition. He explains that Treas- 
ity’s use of advertising will not 
differ in any way from the oper- 
ations of private sales organiza- 
tions. 

The RFC, which will sell sur- 
plus producers’ goods, has already 
mnt out bids for an agency to 
landle its account (AA, Dec. 4), 
mut as yet the Treasury has not 
sued such requests. 

Mr. Olrich indicated that the 
tulk of Treasury advertising would 
jrobably be in trade publications. 
‘The trade papers are giving us 
publicity beyond anybody’s under- 
standing,” he declared. 


Mount Vernon Copy 
0 Features Mildness 


The change-over of its Mount 


S. Vernon rye whisky from a bond to 
, a blend is being played up by 
x National Distillers Products Cor- 


bration, New York, in full-color 
Pages in consumer magazines with 
d anew copy approach of “The 

Mildest Mount Vernon You Ever 
9 Tasted.” Newsweek, The New 

Yorker, Time and Town and Coun- 
ty are being used. Arthur Kud- 
ter, Inc., is the agency. 
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POST WAR IT WILL BE A 


OLASTICS WORLD 


SHING CO,IM¢, 551 FIFTH AVE. 
YoRw 17, MY. ‘ 
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by Whitehall Pharmacal 


Chester C. Willard, former mer- 
chandising director of the Anacin 
and Larned 
units of White- 
hall Pharmacal 
Company, divi- 
sion of Ameri- 
can Home Prod- 
ucts Corpora- 
tion, New York, 
has been ap- 
pointed mer- 
chandis- 
ing manager of 
Whitehall, _in- 
cluding the 
Anacin, BiSo- 
Dol, Kolynos and Larned compa- 
nies. Mr. Willard was previously 
in charge of production, merchan- 
dising and sales of Tek tooth- 
brushes for Johnson & Johnson. 


Cc. C. Willard 


Sunkist Starts 
4-Use National 


Lemon Series 


(Picture on Page 63) 

Los Angeles, Dec. 6.— Sunkist 
lemons will continue to be fea- 
tured for four separate uses—as 
a food, a beverage, a cold remedy 
and a laxative—in the 1944-45 
program just launched by the 


California Fruit Growers Ex- 
change, through Foote, Cone & 
Belding. 


The lemon campaign, said Rus- 
sell Z. Eller, advertising manager, 
will run in 17 national magazines, 
in newspaper magazines and Sun- 
day newspapers, transportation 
advertising in 93 cities, and two- 
sheet postings in New York and 
Chicago subway and elevated sta- 


tions. Combined circulation for 
each ad in the magazine group, 
he said, will be almost 70,000,000; 
in Sunday newspapers, more than 
22,000,000. 

Use of lemons as a laxative has 
increased 265% since the first cam- 
paign on this theme was launched 
in 1938, Mr. Eller explained. In 
the same period, the use of lemons 
as a cold remedy has risen 252%. 


Allis-Chalmers Offers 
Free Gas Turbine Film 


“Tornado in a Box,” newest 16- 
mm. sound film released by Allis- 
Chalmers Mfg. Company, tells the 
story, without benefit of advertis- 
ing, of the development and oper- 
ation of the gas turbine. The film, 
now being previewed throughout 
the country, will be loaned with- 
out charge to any industrial or 
engineering group. 
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To Locke, Johnson 


Imperial Optical Company, To- 
ronto, has appointed Locke, John- 
son & Co., Toronto, to direct its 
radio and newspaper advertising. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 

-.- . OF something to wear, or just 
about anything. Here’s a market 
that really r ds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular age of this 7 bil- 
lion dollar market. t the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Ine. 
545 FIFTH AVENUE, NEW YORK 
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CHINESE MERCHANTS pooled their meager 
resources and invested in a small shipment of baled 
cotton which they stored together in a warehouse. 
Unable to afford insurance, they bought a cat to 
protect their investment against the rats that 
overran the place. Each one’s ownership of a 


particular quarter of the cat was duly recorded 
with the town authorities. 


’ Presently the feline injured one foot, and the 
owner of that paw bound it up with cloth saturated 
with oily salve. But the cat ventured too near an 
open lamp and the bandage caught fire. With its 
leg ablaze, it fled in terror among the bales of 
cotton, setting them afire. 


Highly indignant, the owners of the three good 
paws brought suit against the owner of the injured 
foot for damages to their shares of the cotton. 


“Cat no could run on lame foot,” the Chinese 
judge declared profoundly. 


“Therefore three good legs of cat 
guilty of damage. Owners thereof 
must pay owner of sick foot for 
loss of his cotton.” 


—/ 
Parry VY 
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This little study of the subtlety of Oriental justice 
appeared recently in Inside Detective magazine, 
whose readers, hobbyists in crime detection and law 
enforcement technique, enjoyed it greatly. 


Theirs is a hobby interest that cuts across all age 
and income levels, and gives the Dell Detective 
Group a readership that is a cross section of the 
urban male population. Bought by 1,135,660 people 
—and read too by a whopping pass-on audience— 
the Dell Detective Group offers you a key market 
for any product with man appeal. 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE « FRONT PAGE DETECTIVE 
DELL PUBLISHING COMPANY, INC., 149 Madison Avenus, New York 16, N. Y. 


World's largest publisher of fact-detective magazines—and detective mystery books, featuring 
Agatha Christie, Rex Stout, Helen Reilly, Carter Dixon, Ellery Queen and other noted writers. 
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FIC Will Probe 
Mysteries of 
Cigaret Shortage 


(Continued from Page 1) 


overseas shipments, the home 
front has had 181.2 billion cigarets, 
compared with 187.1 billion in 
1943, and even this small decline 
has been considerably offset by 
the movement of troops overseas. 
In addition to maintaining record 
cigaret supplies for the home front, 
the Internal Revenue reports show 
that the industry exported more 
cigarets during seven months of 
1944 than it did during all of 1943. 

Since production of cigarets has 
maintained its all-time high in 
October and November, the 16% 
decline in tax payments for Octo- 
ber is readily interpreted here as 
a sign that reports will eventually 
show an even greater increase in 
the quantities of smokes set aside 
for export purposes. 


FTC’s entry into the cigaret pic- 
ture was engineered by Sen. Bur- 
ton K. Wheeler, non-cigaret smok- 
ing chairman of the Senate inter- 
state commerce committee. At 
Sen. Wheeler’s request, FTC 
Chairman Robert E. Freer and his 
associates ordered Commission in- 
vestigators to see what is involved 
in the shortage. 


Makes Continuous Study 


Under its powers FTC can make 
economic studies which need not 
necessarily lead to complaints and 
cease and desist orders. Through- 
out this war it has actively served 
as a fact-finding service for vari- 
ous war agencies, assembling data 
on the operations of industries. 
For example, it has maintained a 
continuous study of wartime ad- 
vertising for the benefit of WPB 
and OPA, watching for signs of 
price violations or misuse of criti- 
cal materials. 

During the last war, FTC car- 
ried on several major investiga- 
tions along the lines of the cigaret 
inquiry now getting under way. 
The Commission completed ex- 
haustive study of the food, meat- 
packing, coal, copper and other 
trades. Its findings resulted in 


many adjustments in the wartime 
distribution system, bringing re- 
ductions of $1 to $2 in the price 
of coal; $20 to $50 a ton in the 
price of steel products, and 20 to 
30 cents a yard in cotton textiles. 

Altogether the Commission is- 
sued 29 reports on wartime com- 
modity investigations. One of the 
more interesting ones was its study 
of newsprint prices, which showed 
that a sudden rise in paper costs 
had resulted from restraint of 
trade practices of newsprint asso- 
ciations. Through the Commis- 
sion’s assistance a _ considerable 
quantity of paper was made avail- 
able to publishers at lower prices, 
and eventually the Department of 
Justice instituted proceedings 
against the newsprint associations 
and several manufacturers. 


OLD GOLD EXPLAINS 

New York, Dec. 7.—P. Lorillard 
Company set aside the entire sec- 
ond commercial of the Nov. 29 
broadcast on CBS of “Which is 
Which?” to give listeners “three 
big reasons” for the cigaret short- 
age. The explanation, although 
similar to that presented recently 
by Brown & Williamson Tobacco 
Corporation on the NBC “Raleigh 


hunt duck successfully, first 
find your duck. And when you 
shoot, aim—like our expert above 
—not where the duck was but 
where he’s going to be. 


In radio advertising, too, find your 
listener first—and when you shoot, 
aim where that listener is going 
to be. 


There’s a big flock of radio listen- 
ers waiting for you in the Middle 
West—and you can shoot where 
they’re going to be by aiming 
your selling message over WENR. 


For this clear-channel station’s 
powerful 50,000-watt voice reaches 
more listeners than any other ma- 
jor’ Chicago station—3,524,000 
families — 13,000,000 individuals 
—One Tenth of a Nation! 


We’ve got slews of facts and fig- 
ures, graphs and charts, case his- 
tories and sales records to show 
you how other advertisers are 
using WENR to build sales eco- 
nomically in the Middle West. 
Any Blue Spot salesman will be 
happy to demonstrate how you 
can do the same. 


Chicago's Basic Blue Network Station 
890 ke.—50,000 watts—clear channel 


Owned and Operated by The Blue Network Company + Represented Nationally by Blue Spot Sales 
NEW YORK + WASHINGTON - PITTSBURGH - CHICAGO - SAN FRANCISCO - HOLLYWOOD - DETROIT 
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Room” program (AA, Nov. 20), 
Was perhaps more explicit. 

ANNOUNCER: “‘You want to know, of 
course ... why is there a cigaret short- 
age? Well, there’s a reason... in 
fact Three Big Reasons.”’ 

Votce: “Reason Number One.” 

ANNOUNCER: “Like many other man- 
ufacturers, cigaret producers are faced 
with a manpower shortage. Many of 
the men and women who made your 
cigarets before are making vital war 
goods now. So—that puts a limit on 
the number of cigarets that can be 
made. But the makers of Old Gold 
can tell you this. In spite of these 
difficulties—we're turning out every 
cigaret we possibly can. However—” 

Voice: “There’s— Reason Number 
Two.” 

ANNOUNCER: “‘More people are smok- 
ing more cigarets than ever. The de- 
mand for Old Gold has been especially 
heavy. It has actually tripled in re- 
cent years. Naturally we're sorry 
there aren’t enough to go around every- 
where. But—be sure of this. We're 
doing our utmost to assure the fairest 
possible distribution of Old Golds. No 
cigarets are being held back.” 

Voice: “And, here’s Reason Number 
Three!” 

ANNOUNCER: “Billions of American 
cigarets go overseas to our armed 
forces. Every week a substantial part 
of Old Gold production is earmarked 
for overseas shipment. Now, you may 
wonder why some of our GI’s abroad 
are also faced with shortages. Well, 
there’s a reason for that, too. Re- 
cently, in a press release high Army 
authorities declared — when prepara- 
tions were made for the big push to 
Germany—shells and ammunition went 
through first. Less essential items 
piled up on the docks. But—the ciga- 
rets are being set aside for our armed 
forces—and in tremendous quantity! 
So remember ... Those are the big 
reasons why you can’t always buy Old 
Gold—and other most popular brands. 
Think of those reasons when you hear 
irresponsible rumors about the cigaret 
shortage !”’ 

Fifth among the big five cigaret 
companies, Lorillard “is certain to 
mark up sales gains this year and 
has the best prospect of the five 
to increase earnings about the 
$1.28 a share reported last year,” 
according to the Wall Street Jour- 
nal, 

Of the other four leaders, the 
Journal says “lower profits are 
almost certain to result for Lucky 
Strikes this year . . . indications 
are that American Tobacco Com- 


pany’s net earnings may be some. 
where between $19-20 million 
compared with $22.5 million lag 
year.” For R. J. Reynolds, “oye; 
50% of production is understoog 
to be going to the armed forge, 
and is believed to account fo 
around 30% of all cigarets going 
overseas. If so, earnings for the 
year may compare favorably with 
the $1.85 a share earned lag 
year.” 

Philip Morris & Co.’s net profit 
for the six months ended Sept, 30, 
to be issued soon, the Journal says, 
“is expected to be near the $2.9 
a share earned last year.” Liggett 
& Myers’ 1944 profits, the Journg) 
reports, are likely to be off aboyt 
3% from the $4.52 a share earned 
last year, although sales (for 
Chesterfields and other tobacgo 
products) will be somewhat 
higher. 


SHORTAGE CONTINUES 


New York, Dec. 7.—One out of 
every two cigarets put out by the 
manufacturers of the six leading 
brands has been sent to the War 
Department since mid-September, 
while the Navy has been averag. 
ing 15% of the over-all output, a 
contractual situation which is ex. 
pected to last till the end of the 
year. 

Army purchases may drop to 
about 30% of production after the 
first of the year, but the shortage 
problem for civilians will probably 
continue because of manpower 
problems and declining inventories 
of properly aged leaf tobacco. 

A breakdown of the tobacco in- 
dustry’s record 1944 production of 
329 billion cigarets reveals that 
civilians will get 180.9 billion; sol- 
diers in the United States, 40.5 bil- 
lion; soldiers abroad, 58.2 billion; 
sailors in the U. S., 16.5 billion, 
and sailors overseas, 32.8 billion. 


Republic to Woodley 


Albert Woodley Company, New 
York, has been appointed t 
handle advertising for Republic 
Aircraft Corporation, Farmingdale, 
N. Y. U. S. and foreign news- 
papers, national magazines and 
aviation publications will be used. 
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Coverage < 
of OHIO 


A test campaign in Ohio 


fold test. 


market. 


CLEVELAND 


. ere bd 


Select List papers is no blind- 

Nowhere is there such 
intense home-market coverage as in these 48 dailies that 
are part of the heart of a billion-dollar retail sales 


Ohio Select List merchandising service includes market 
analysis and information, tie-ins, window display, trade 
letters and introduction of salesmen. 
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Kellogg Cancels 
Blue Shows to Go 
into Other Media 


Battle Creek, Mich., Dec. 7.— 
Kellogg Company, which on Dec. 
99 will cancel sponsorship of the 
‘Breakfast Club” Monday through 
Friday 9:45 a. m., EWT, and the 
“Jack Berch” program, Monday 
through Friday, 11:45 a. m., EWT, 
poth on the Blue Network, will 
spend its advertising budget for 
media and advertising operations 
“more flexible’ than network 
radio, according to Chester Foust, 
vice-president of Kenyon & Eck- 
hardt, the Kellogg agency. 

Mr. Foust said in Chicago that 
Kellogg is realigning its radio 
operations to fit 1945 conditions 
and “in view of the somewhat 
uncertain situation in the entire 
food industry, Kellogg prefers to 
earmark its money for media and 
advertising operations that are 
more flexible and more quickly 
shifted or adjusted than long- 
term commitments in network 
radio.” 


Lever Switches Programs 


After Lever Brothers Company, 
Cambridge, Mass., discontinues 
sponsorship of the Frank Sinatra 
show for Vimms (AA, Dec. 4), 
that CBS period Monday, 8:30- 
8:55 p. m., EWT, will be filled with 
“George Burns and Gracie Allen,” 
for Swan soap, effective Jan. 1. 
lever currently sponsors the 
comedy team on the full CBS net- 
work Tuesday at 9 p. m., EWT. 

The latter period is expected to 
be filled with a new program for 
Lipton’s tea, a Lever subsidiary, 
but contracts have not been signed. 
Young & Rubicam handles the 
Swan and Lipton accounts. ° 

Several sponsors are reported 
bidding for Frank Sinatra follow- 
ing his exit for Vimms Dec. 25, 
and the advertiser signing him 
probably will move the show back 
to its original Wednesday 9 p. m. 
spot on CBS. That period will be 
vacated Dec. 27 when Colgate- 
Palmolive-Peet Company, Jersey 
City, discontinues “Inner Sanc- 
tum.” Standard Brands, through 
J, Walter Thompson Company, 
was one of the companies inter- 
ested in Sinatra last week, but the 
Voice” had not beén signed defi- 
nitely. 


Reports of More 
Cellophane Are 
Denied by duPont 


Wilmington, Dec. 6.—Newspaper 
leports that “cigarets and chewing 
gum henceforth will be wrapped 
prewar style, with cellophane and 
dluminum foil,” and that the WPB 
also has lifted restrictions on cello- 
phane for cigars, smoking tobacco 
and bakery products, brought an 
explanation to the baking and to- 
bacco industries today from C. F. 
Brown, sales director of E. I. du- 
Pont de Nemours & Co., here. 

An amendment to WPB’s Limi- 
lation Order L-20, dated Dec. 5, 
Mr. Brown pointed out, “deletes 
the paragraph in the previous 
oder which limited the use of 
tellophane by the baking and to- 
bacco industries to 90% of their 
1942 consumption. It is our under- 
sanding that this change was 
made merely to avoid possible 
‘onflict with the Reconversion Act 
recently passed by Congress. More 
cellophane is not available to these 
(Or other) industries at this time. 

“The amendment also deletes a 
previous restriction of the. use of 
il in cellophane-wrapped cigaret 
Packages. This was done primarily 
© allow foil to be used as a re- 
Placement for some of the paper 
‘omponents of the present cigaret 
Package, which are now critical in 
supply. 

“Some newspaper reports com- 
menting on this amendment have 
indicated an easing in the supply 
ot cellophane. . . These changes 
Were not made because more cel- 
Ophane is available. As long as 
the demand for war uses continues 
at its present high level, there is 

possibility of increased sup- 

bly for the civilian trade. 
This revision of the L-20 order 
has no effect on the current dis- 
bution of our product.” ApveER- 
MSING Acr was told that about half 


of duPont cellophane is now being 
used for war purposes. No change 
in advertising by this division is 
now planned for 1945. A cam- 
paign will continue, through Bat- 
ten, Barton, Durstine & Osborn in 
The Saturday Evening Post and in 
publications serving the baking, 
biscuit, candy, frozen foods, maca- 
roni, meat, tobacco and miscella- 
neous foods. 


Wins KMBC Contest 


Winner of a KMBC, Kansas City, 
contest to name a transcription 
library to be offered for commer- 
cial sponsorship was Bayliss Cor- 
bett of the news department of 
WNAX, Yankton, S. D., who sug- 
gested the name “The Tune Chas- 
ers and Bonnie King.” He re- 
ceived a $500 war bond for nam- 
ing the library, an Arthur B. 
Church production. 
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Point of Purchase 
Study Launched 
by ANA Group 


(Continued from Page 1) 
Wiles Biscuit Company; W. C. 
Foley, Philip Morris & Co.; Henry 
Gorski, P. Ballantine & Sons; 
Murray Koff, Seagram Distillers 
Corporation; S. D. Mahan, Crosley 
Corporation; C. H. W. Ruprecht, 
Underwood Elliott Fisher Com- 
pany; P. B. Merry, B. V. D. Cor- 
poration; Ralph Olmstead, Kellogg 
Company; Val A. Schmitz, F. & M. 
Schaefer Brewing Company; A. L. 
Scaife, General Electric Company; 
Charles Solomon, American Safety 
Razor Corporation, and Ray S. 
Stock, General Foods Corporation. 

Point of Purchase Advertising 
Institute is a non-profit organiza- 


een 
é 


61 


and will also be responsible for 
increasing manufacturing and de- 
velopment activities of the com- 
pany’s toilet goods. 


A FACT 


© The “postwar” building mar- 
ket is STARTING Topay. 


@ Architects are up to their 
eyes in work. 


tion sponsored by the ANA and 
financed by a group of 32 produc- 
ers of point of purchase materials, 
devoted to the problems of this 
medium and to disseminating in- 
formation about it. 

Among problems which may be 
included in the research program 
are store traffic as affected by dis- 
play advertising; the use of dis- 
plays in connection with “free 
goods” offers, and the position of 
the advertising agency in this me- 
dium. 

Clifford E. Hodder is manager of 
the institute. 


MORAL—to pre-sell active 
architects, use 


Pencil Points 
The Magazine of aul a 


Bonyun Promoted 

William Bonyun, sales manager 
of Daggett & Ramsdell, New York, 
has been appointed vice-president 
and general manager of the com- 
pany. He will continue to direct 
sales and merchandising policies, 


Progressive Architecture € 
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businessmen are 


the new ... the better. 


Which pleases him—enormously! 
Walter’s a cool one! He’s president of 

the Pepsi-Cola Company — and pretty 

slick at tracking down customers. 


I’ve a honey of a husband. And two 
little facsimiles of same. We’re sociable. 
Always having fun-fests. Hence the 
Pepsi-Cola parade through my ice-box! 


But that’s okay... 
We've the wherewithal to indulge in the 


[osmopolitan 


GREAT WRITING MAKES GREAT READING! | = 


friendly pleasu 


He got me! 
I’m that typical Cosmopolitan reader 
“wishful thinkin’ ” 
about. I’m young! (Most of us Cosmop- 
olites are under 35.) On the alert—for 


average to spend—and we spend it! On 

a lot of the things we’ve grown to like. 
No wonder Walter Mack’s “yoo-hoo”’- 

ing me in the pages of Cosmopolitan. 


Why don’t you? 
If you’ve a product to sell. It might ap- 
peal to me. The way Cosmopolitan does. 
Exciting fiction, up-to-the-second arti- 
cles, by the best writers. It’s planned 
for us—the young... wide-awake... 
ahead-of-the-crowd type. 


Now hug this to your heart... 


When I hit on something, I’ve years to 
go on buying. So. ve 
selling—tell meaboutit in Cosmopolitan! 


TC 22 
- P 
F 


res. We’ve more than the 


. whatever you’re 


MR. MACK KNOWS THAT— 
1 Cosmopolitan Readers are YOUNG 
2 Cosmopolitan Readers are CITY PEOPLE 
3 Cosmopolitan Readers have 
MONEY TO SPEND 
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Boston’s | 
Only ALL-DAY 


Newspaper... 


...i1s the only Boston Newspaper bring- 
ing its readers, within a single year, such ( 
first-flight best-sellers as: “The Battle Is 


the Pay-Off,” “Moscow Dateline,” “At- 
tack Can Win in °43,”’ “Balcony Empire,” 


ip “Suez to Singapore,” “Last Train from 
. Berlin,” “Queens Die Proudly,” “The 
Mountains Wait,” “See Here, Private 
Hargrove,” “Queen of the Flat-Tops” and 


others. 


*All comics, editorials, columns, cartoons and other features appear in A.M. GLose and in P.M. Grose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 
.. + practically no duplication. 


The Boston Globe 


MORNING + EVENING + SUNDAY 


vr sate faa Ri . ts Wie cee on fae. ot ms S av a aan » agi 
% J 
Seipateake . 
as Adv 
+> 
(Cm) 
; 
7 
Pad n 
, 
, 
‘ 
, 
> , 
, 
; 
7 
ne oe 
ee. 
ae 
se 
: Lo 
~~. 
= 2 
_— 
= : “y) =a 
7 +s 
pd u 
“ia South 
Pa 
3 Bh 
f 
4 * 
f 
a DEED 
“SF travel 
* tents 
a 7 ‘0 the 
js a 
- fii y 
- Ne 
< 
& = , 
a - 
- ss tye 
Re he, 
wn sat iN : 
: aah ‘ ’ 
Mi 3 ‘ 
Mh ae “es a 
hy. = 
A oa 
oanis & 
, ot 
: = 
; Se 
. ee 
: i a ; . 
\ ’ 
——— em | 
See eee eee eee tl the 


\\ 


sdvertising Age, December 11, 1944 


~PHOTOGRAPHI 
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MAN NOW—BUT STAY HOME—Urging prospective tourists to keep on the 
wb until Japan is licked, but plan now for a postwer trip, All-Year Club of 
fwthern California is opening its 1945 campaign with this full-color magazine 
copy. Foote, Cone/& Belding is the agency. (Story on Page 16.) 
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HEED TO LATIN AMERICA—The advantages of Clipper service for essential 
‘wel are portrayed in a new series of displays now being distributed to travel 
ments by Pan-American World Airways. This one is designed to call attention 
‘the commercial and industrial possibilities of various Latin American nations. 
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DUAL PACK—Balm Barr's “winter 

beauty kit" holds two bottles of the 

hand lotion—large for home use, and 

small for the purse—at the regular 

price for the large bottle alone. The 

account ‘is handled by Hill Blackett & 
Co., Chicago. 


Of course. it’s a CORY... 
The onty Ali (tase ( office Hrewer 
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tirade CORY SULT 


‘TREASURED POSSESSION’ — Here is 

one of the four-color ads Cory Glass 

Coffee Brewer Co., Chicago, will em- 

ploy in an expanded campaign next 

year (AA, Dec. 4). Weiss & Geller is 
the agency. 


Cheetah the R31 


sE COSMETIC COPY—Perfumes and toiletries are being promoted heavily via color advertisements in national magazines 
Cliday gift season. These examples include Shulton, Inc., running its biggest schedule in history; Jacqueline Coch- 
ran, and Charles of the Ritz. (Story on Page 20.) 
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MORE FOR LESS—Acousticon, Sonotone and Western Electric hearings aids 

—their insides and their prices—are bared alongside Zenith's Radio Corp.'s 

$40 and $50 models, in this challenging Michigan Ave. window display. "You 

can pay more than Zenith's low price but you can't get more," onlookers are 
told. (Story on Page 6.) 


‘6 


GREET FORD NEWCOMER—San Francisco Bay area newspaper men and West 
Coast Ford officials recently gathered to greet Arthur S. Hatch, newly-ap- 
pointed regional manager for Ford in that area. Left to right: Lefty Wheeler 
and Louis Boone, Examiner; Lynn Gamble and Leon Pinkson, Chronicle; Phil 
Sheridan, News; Mr. Hatch; Bill Schmitt, coast manager of Paul Block & 
Associates; Ed Hughes, assistant manager for Ford at Richmond, Cal.; C. M. 
‘Poucher, News; J. R. Davis, Ford director of sales and advertising; Bob Breeze, 
Oakland Tribune, and Nelson Bowe, Ford branch manager at Los Angeles. 


ATTENTION-GETTER—Adapting department store selling to the food field, 
Pillsbury Mills, Inc., installed this window display in the Civic Opera building, 
Chicago, using actual copies of magazines in which it advertises, with ad copy 
puted over part of the cover. Pillsbury will use the display to visualize to 
grocers the importance of advertising and its effect on coordinated selling. 


GO0D-BYE MARSH 
LAXATIVES / 


LEMON AMD WATER is S008 For rou: 


Aetynne | Aree sagulins Thy Meualliasa 
i an 


« SEMON and WATER F 
4 ++ «first thing oo rising 

SEPARATE DRIVES—The four Sunkist lemon ad campaigns for the 1944-45 — 
season, featuring food, beverage, cold remedy and laxative, are illustrated 

above. Copy is to appear in 17 national magazines and 54 Sunday newspaper 

supplements. Fodte, Cone & Belding is the agency. (Story on Page 59.) 
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That’s what “‘Who’s Who” says about 
Edgerly Edgemere. ‘“Who’s Who” got the 
dope from Edge, who ought to know. 

Edge says he is a man of many ex- 
hobbies: tennis, swimming, blondes, lodges, 
bootleggers, hunting, pheasants, pointers, 
horses. He had to give up most of them 
when he inherited the factory. 

He’s a vestryman on Sunday morning, 
too. After dinner he goes down cellar, where 
he has a comfortable old Morris chair and 
a cuspidor, and chews tobacco, reads the 
funnies and cow catalogs. These interests 
wouldn’t read well in ‘““Who’s Who”... 
Wherefore—‘“‘Hobbies: none.” 

Cow catalogs is a pretty rare hobby. 
Chewing tobacco is not so rare. And Sunday 
comics is anything but rare. But like most 


business men, Edge does not realize that 
three out of four adults read the comics 
every Sunday .. . nor what this hobby of 
Sunday comics means—to business men! 
Sunday comics are not only a hobby— 
but a habit .. . and a national habit at that. 
Kids start the habit before they can read, 
or even speak. And after they’re grown up, 
three out of four adults go on reading the 
Sunday comics regularly, every Sunday. 


So where a business man wants his 
advertising to get attention from lots of 
people—why not put it where it will get 
attention from most people? Whole families, 
at home, on Sunday, regular readers every 
Sunday! Without exceptions for age, sex, 
income, education or social status. 


Picking out the best comics sections with 
the best circulation would be quite a job— 
if Metropolitan Group hadn’t already done 
it. Forty-three major Sunday papers come 
in a single package of more than 15,000,000 
circulation . . . reach half the best-buying 
families in the whole country . . . reach 
more of them in more major markets than 
any single medium . . . reach enough of 
them so advertising has a real chance to do 
a real job for a real product! 

Metropolitan Group is not only colossal 
—but low cost, and convenient as well. 
Four colors come with the big space unit. 
One piece of copy, one order and one bill, 
covers everything . . . To learn more about 
the magnificent opportunity in Sunday 
comics sections, call our nearest office. 


\ . The first national newspaper network... M e + p Op O 1 1 Le an Gr O up 


Comics Section Advertising in: Baltimore Sun « Boston Globe « Chicago Tribune « Cleveland Plain Dealer « Detroit News « New York News 
Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat * Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch « Washington Post 
opTionaL: Atlanta Journal ¢ Buffalo Courier-Express « Cincinnati Enquirer * Columbus Dispatch « Dallas News * Houston Chronicle 
New Orleans Times-Picayune-States « Omaha World-Herald « Providence Journal « Rochester Democrat & Chronicle « San Antonio Express 
Springfield Union & Republican « Syracuse Post-Standard « METRO PActFic: Fresno Bee « Long Beach Press-Telegram « Los Angeles Times « Oakland Tribune 
Oregon Journal « Sacramento Bee + San Diego Union « San Francisco Chronicle « Seattle Times ¢ Spokane Spokesman-Review *« Tacoma News Tribune 


220 E. 42d St., New York 17 + Tribune Tower, Cuicaco 11 « New Center Bldg., Derrorr 2 « 155 Montgomery St., SAN FRANCISCO 4 
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